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Naugatuck PARACRIL 0ZO 


The oil-resistant, ozone-resistant nitrile rubber 


Conventional Sole 


6-year-old proves 
far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests — shoe soles made of new PARACRIL 0Z0O outwear 
oll others 3 to I! 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


g™ Naugatuck Chemical 


with PARACRIL 0ZO soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were still good for months. 

Take a tip from the tot. Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 





Ss 


1147P Elm Street 
Naugatuck, Connecticut 


Division of United States Rubber Company 





presents “Her Majesty” 
-a pup of regal eregance, 
a best-seller for fall 
Beautifully done in the 


soft and supple beauty of 


#518 Cherry Red; also in +522 Molasses, +3325 Bittersweet, #507 Flight Blue, #3344 Tartan Green 


Sars by Joyce, Cincinnati 7, Ohio 


E. HUBSCHMAN @ SONS, INC.,, Philadelphia 23 ¢ Fashion Office: Empire State Building, New York 1 





Tell YOUR Story to 
the youngsters too 


theyll remember 
to Aub tor... 


Stock No. 7679 


ed Yeo te Stock No. 846 
In Stock 
6% to 8, BtoE Tip Oxford 
8% to 12,AtoE In Stock 
12% to 3,AtoE 8% to 12, A to EE 
3% to 6,AtoE 124% to 3, A to EE 
Also in stock in brown 3% to6,AtoE 


Brown Allenite 


Styling of KALI-STEN-IKS shoes, along 
with years of quality craftsmanship, means more 
sales for the merchant. KALI-STEN-IKS 
are a Capital Asset in any store. 


| THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
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THERE IS ONLY ONE BIG NAME BRAND IN THE ‘6.99 TO *10.99 MARKET 


© ANI ERICAW GIRL swe 


You should have this line because it is the one and only 


complete line that can do the whole job in this mass volume 
market. American Girl has everything for you and your 
customers: teen-age sports and flats, career women’s 
work and dress shoes, matrons’ shoes, nurses’ shoes — 
shoes for everyone: basics, sports, casuals, dress and novelty. 
To operate with greater profitability, you need American 
Girl — one big line permits you to buy sounder stocks, 
keep tighter controls on size-ups, build strong unified 
promotions. By proven sales facts, American Girl is more 
profitable because a store’s concentration on this complete 
line means fewer walkouts, fewer markdowns, higher 
turnover. American Girl maintains its “first brand’’ place in the $6.99 
to $10.99 market with a good product, supported by strong 


and steady advertising in national magazines, newspapers and TV. 


American Girl Shoe, 288 A Street, Boston, Mass. Division: Consolidated National Shoe Corp. 
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LEVOR WHITES : 


“PEN 

WHITBST 
WHITES” 

Washable 


KID, CABRETTA, 
CALF & KIP 





Sunshine for Your Business 


White shoes are as natural to tropical scenery as 


palm trees. Women appreciate white shoes most 
when bound for cruise or resort. They go with 
everything and “THE WHITEST WHITES” go 


smartest with sun-bronzed skins. 


When you know a leather is dependable and fash- 
ionable, it becomes your preference. Top shoe 
houses choose LEVOR’S tannage. It’s a good idea 


to name it when you buy. 
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FLORSHEIM 


HAND STAINED CALFSKIN 


THE TRADITIONAL 
“BOOTMAKER” FINISH 
OF THE 
COLONIAL AMERICAN 


TANNER Florsheim is never satisfied with anything short of 
the finest! Calfskin and tanbark may produce the 
world’s finest leather, but a touch of tallow mixed 
with umber, and rubbed in with loving care produ- 
ces a finish so downright “"man-right,’’ you'll say, 

“that’s for me!’’ It’s the new in styling—with the 

mellow ° ‘cared for’’ look most men / in the things 

they like most—their pipes and books, and, of course, 


their Florsheim Shoes. 


rd: Upper Left, the Vixinc, 93602; long-wing 
er, with storm welt, in hand-stained calf. $29.95 
Center, the KEnMoor, 3/308; conventional custom wing 
tip with sewed heel seat, in hand-stained calf. $22.9. 


1 


tht, the VixinG, 31636; plain toe blucher, with 


in hand-stained calf. $22.95 
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Mr. NEOLITE says: 
“Now you can sell every member of the 


NEOLITE 


FOR MEN’S, WOMEN’S AND 








NEW! It’s 
Sensationally 
Light and 
Flexible! 


Soft Sueded 
Finish 


FAMOUS NEOLITE DURABILITY PLUS SENSATIONAL LIGHTNESS AND FLEXIBILITY! 


Here’s a great new sole, developed especially to _ ordinary lightness and flexibility to its traditional 
meet today’s growing demand forsuper-comfortable durability. Originally offered only for men’s shoes, 
shoes. The NEOLITE FLEX Sole is made of genuine __ the NEOLITE FLEX Sole is now available for women’s 
NEOLITE that is specially processed to add extra- and children’s shoes. 


BEFORE YOU PLAN NEXT SEASON'S LINES, REMEMBER... The NEOLITE FLEX Sole 
can add extra selling power to your appropriate brands in two ways: 1) By adding the sales 
appeal of the name NEOLITE . . . the most famous sole in the world; and 2) By adding the ‘‘fee) 
appeal” of this new sole’s lightness and flexibility. So, get all the facts. Call your Goodyear 
Representative. Or, if you prefer, write to Goodyear, Shoe Products Division, Akron 16, Ohio. 


Boot and Shoe Recorder 





family shoes with this extra-light, super-flexible sole!” 


FLEX SOLE 


CHILDREN’S SHOES 


22 NNEOLITE sos. a) 
“, GOODFYEAR 


November 15, 1958 





see it bounce right back to its original shape because... 


there's 
PELLON 
in side 


Among the achievements of Pellon as a shoe-inner-construction material is the 
ible softness, lightness and flexibility of the Italian-inspired Continental construction 


PELLON CORPORATION Empire State Building, New York 1, N.Y. 
Shoe Sales Division: 


IRVING J. FIFE & C0. 432 Fourth Avenue, New York, N.Y. 


® Pellon is the registered trademark of the Pellon Corp. Produced and manufactured under patents exclusively by the Pellon Corp. 
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QUALITY 





A Cordial Invitation 
to visit Rooms 514-515 
Hotel New Yorker 
at the Popular Price Shoe Show 


Nov. 30-Dec. 4 
















She buys the world’s best 


for the son who lights her world 


.79? 233332255 CEE Ey 


A Guide to Your Child’s 
Foot Growth 


a Extra Sales start with this Chart 


Chuiaren + Shoe tse Changes according to age 


ace ceames cate 





Use Avon’s Foot Growth Chart to educate parents about shoe 
6 mos to 6 yrs 410 8 weeks Every 4 weeks 


GtoWys | Btol2weeks | Every Sweets size checking...to reap the extra profits in this sound, increase- 
10 to 12 yrs 12 to 16 weeks Every 12 weeks : 
cain | Sele | Seti : shoe-pairage plan. Order chart in store display-size and in 


— a pocket-size giveaway for parents from Avon FREE! 


Prevent serious foo: afiments bring your child te for 
eeulas aboe eine check 


P>>222y9 


ed 
G=> avonitse 2 
—F SOLES SS 


















your 
best choice 


because It’s 


your customer's 
first choice 


eeeeeeeeees 





NIT 


SOLES 


not on all shoes... just the best ones 


A famous quality sole offers you a valuable dividend — it does its own selling. 
That’s why a shoe is pre-sold when it’s soled with Avonite — your customer's 
first choice for longer wear, greater flexibility, waterproofness, perfectly balanced 
comfort. It’s the trusted quality solemark that helps make the sale, the satisfied 


customer, the solid repeat business and sure profit for you, season after season. 


AVON SOLE COMPANY, Avon, Mass. 
HIGHEST QUALITY SOLES for 48 years 


@eeeseeeeeeeeeveeeeeseeeeeeeeeeeeeeeeeeeeeeeeeeee 





Here are shoes combining graceful, youth- 
ful styling with lasts deliberately designed 
for basic walking comfort. What woman 
can resist the appeal of this wonderful 
combination? What dealer can fail to 
profit where he sells both — at a popular 
price? 


RETAIL 


$9.95-$11.95 


BE SURE TO VISIT 


Rooms 673-675-676 / 
SHERATON-MCALPIN. / 


DURING THE 


PPSSA 


IN-STOCK 


ha 


(  sHelrged ) 


he [re 
\ Bella 








Just what your customers want! 


ror 
Bal 





Pulleze 


It’s here—and Tyer has 
it... lined vinyl plastic. 
Tyer’s “top three” Tyron Vinyl 







Cascade 
Boots —Cascades, Pulleze and ba 


Hi-Metros—all feature a luxurious 
new fabric-like lining called Velvetex. 


Velvetex is a soft, smooth inner lining that 
makes vinyl footwear more comfortable — 
easier to put on and take off. It’s the most important 


new feature in plastic footwear since the Tyron line was 





first introduced. Turn to Tyron with new Velvetex 





lining for a real selling advantage! Hi-Metro 


Other Tyron footwear includes DeLites —a fashion 
rain boot for women, Nulite Clogs, Duflex Semi-Storm 





Sandals. 
_— 
_— 
Ms 
<i 4 
TY KER Killer 0 
ANDOVER, MASSAC.HUS-E=T T'S S. your letterhead 
ols ag see for more complete 
Oe Lae Oe Le CRE Se eee ee information on the Tyron line. 
ae NAME. 
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RIBBED 
BILTRITE NURON-CREPE SOLES & SHEETS 


CELLULAR soles that are a boon to the creative shoe 


merchandiser! Biltrite Nuron-Crepe — the world's largest- 














selling cushion sole — in a striking new ribbed design. 
In the latest fashion-right colors, it's a sole that gives 
shoes that continental look that sells. Super-comfort, too! 
Give your shoes fresh new styling — with smart new 


Ribbed Biltrite Nuron-Crepe Soles. 


1908-1958... 50 YEARS OF GROWTH AND PROGRESS 














BILTRITE GUM-TRED SOLES & SHEETS 


Still another great fashion sole from Biltrite! Ribbed 
Biltrite Gum-Tred Soles in the wanted colors, including an 
exceptionally beautiful group of the new TRANSLUCENTS 
. . . the newest note in smart continental styling. Ribbed 
Biltrite Gum-Tred Soles, with all their extreme lightness 
and superb comfort, give extra long wear too! Biltrite 
Gum-Tred Soles are also available in crinkled design. 


Printed in U. S, A, 





FROM THE WORLD'S 


LARGEST PRODUCER OF 
SHOE SOLING MATERIALS 








aoe HILIRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 


Warehouses: 4464 District Blvd., Los Angeles - 1010 Gratiot St., St. Louis 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 


Like father, 


Like son 








A 


TOMAH AW K 


WW 


Now more than ever, a son follows 
in his father’s footsteps — 

especially when it comes to choosing 
footwear fashioned of Rueping's 


smooth, lustrous TOMAHAWK 


& 
1 
i 
‘ 
‘ 


leather—shoes styled and custom 


crafted for boys by 





The William Brooks Shoe Co. 


Boys’ Shoes 








SHOES: Style No. 7641 
The William Brooks Shoe Co., 
Nelsonville, Ohio 


LEATHER: Rueping'’s Tomahawk 
Color No. 62 


FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 





Steady Flow of Buyers 


Greets Detroit Fair 


DETROIT — The Detroit Shoe 
Fair, sponsored by the Michigan 
Shoe Travelers’ Club, was marked 
at the outset by unusually high at- 
tendance. Prompted, in part, by 
wonderful fall weather, buyers came 
in from all over the state and from 
neighboring Ohio on Sunday, No- 
vember 2, to see the lines displayed 
by 82 exhibitors. 

A steady flow of traffic continued 
through Monday, and the general 
opinion was that this ranged as “the 
best show in many, many seasons.” 
With exhibitors and buyers alike 
taking an optimistic view of future 
shoe business, an over-all “good 
feeling’ permeated the show. As 
one exhibitor expressed it, “I haven’t 
heard one sour note of pessimism!” 

Everyone seemed pleased with the 
number of orders written, although 
for many, the bulk of spring orders 
are written at the January show 
here in Detroit. However, fill-in 
orders for immediate delivery and 
early spring commitments were 
notably heavy. 

In the women’s dress shoe lines, 
the trend was still to the tapered 
toe and very thin heel on a closed 
pump pattern. T-strap styles con- 
tinued to gain in sales. And the 
new, very flexible, soft Italian-in- 
fluence construction in dress shoes 
was meeting with buyer acceptance. 

Quite evidently, 1959 will be a 
great year for color. Buyers were 
not reluctant to place orders on 
women’s dress styles and flatties in 
such colors as geranium, royal blue, 
the orange shades and the muted 
greens. Incidentally, green in many 
shades and hues was really gaining. 

Flatties were accounting for about 
one-third of the women’s dress shoe 
business, and were bought most 
readily in the slender, lightweight 
patterns on rib crepe or wafer-thin 
leather shoes. 

In the girls’ lines, dress flats in 
dark colors were selling for im- 
mediate delivery. Lighter colors 
were specified for spring delivery, 
with the emphasis on albino, Vanilla 
Ice and white. Both trimmed pumps 
and T-strap patterns were selling 
well in this classification. 

And the tapered look was every- 

[CONTINUED ON PAGE 19] 
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Dallas Spring Show Is Biggest Ever 


Optimistic Atmosphere, Inventory Situation and Early Easter All 
Contribute to Heavy Buying; Women’s, Children’s Lines Busiest 


DALLAS—With more than 2200 
buyers from 12 states buying from 
a total of 600 lines, the South- 
western Shoe Travelers’ Spring Show 
went on record as the biggest in its 
long history. 

Buyers from Texas, Oklahoma, 
Kansas, Nebraska, Colorado, New 
Mexico, Arizona, Louisiana, Arkan- 
sas, Mississippi, Alabama and Ten- 
nessee saw displays which were 
spread over the four leading Dallas 
hotels, November 2-5. 

The optimistic attitude on the part 
of retailers toward a boom year in 
1959, the generally healthy inventory 
situation, plus next year’s early 
Easter all resulted in the heaviest 
buying in years. Most significant 
fact in the four-day buying pattern 
was that actual orders were expected 
to show a steady rise over the next 
few weeks. 

Women’s and children’s lines re- 
ported the greatest activity, espe- 
cially fashion lines. Color, new 
leather treatments, fabrics and style 
in the greatest variety ever offered 
were contributing to sales of women’s 
shoes. Selling children’s shoes were 
the “new look” in lasts, shaped heels, 
color and material. 

More quality slipper lines showed 
at the fair, and slipper business was 


reported increased. 

In many men’s lines, retailers 
bought more of the newer styles, 
filling out their buys with staples—- 
although it was generally conceded 





Southwestern Travelers 


Elect Pugh as President 


DALLAS—W. W. (Woodie) 
Pugh, Dallas, of Dixon-Bartlett 
Company, was elected president of 
the Southwestern Shoe Travelers’ 
Association at the annual meeting 
preceding the Spring Shoe Fair. 

Other officers are: Robert T. 
(Bob) Atkinson, Dallas, of the Val- 
entine Shoe Company division, 
General Shoe Corporation; vice- 
president; J. P. (Pick) Boyd, Dal- 
las, of the Peters division, Interna- 
tional Shoe Company, treasurer, 
and Paul B. Schroeder, secretary- 
manager (re-elected). 





that women’s inventories were lower 
than those of men’s shoes. 

One large manufacturer of wo- 
men’s shoes, commenting on the 
show, said, “Dallas has always been 
known as the greatest buying show 
in the country, but with this heavy 
traffic I believe all se'li:.g recora- 

[CONTINUED ON PAGE 20; 





Wills Engle of St. Louis to Head Moran Shoe Company 


CARLYLE, ILL.—Wills T. Engle 
of St. Louis has been elected presi- 
dent of the Moran Shoe Company, 
producer of infants’ shoes for chain 
stores. 

Jchn L. Moran, who had served 
as president of the Moran Company 
for the past 23 years, and Daniel F. 
Moran, vice-president, have been 
elected chairman and vice-chairman 
of the board of directors, respec- 
tively. 

Other newly elected officers include 
Arthur B. Lampen, named vice-pres- 
ident in charge of production, and 
Robert E. McWilliams, assistant sec- 
retary and assistant treasurer. 

Wills T. Engle, Moran’s new pres- 
ident, is president of Engle and Com- 
pany, St. Louis, representatives for 


tanners and fabric converters. 

John Moran explained that al- 
though the company has a new 
president, “there will be no change 
in the company’s policy or in its 
resident-ownership management.” 

A native of St. Louis, Mr. Engle 
started in the industry with the 
John R. Evans Company in 1927. He 
was with that firm until opening his 
own business three years ago. He 
now serves the company as a di- 
rector. 

Moran Shoe Company has intro- 
duced a number of industry firsts 
in its Wee Walker shoes. The com- 
pany produces at the rate of 12,000 
pairs per day, and sells infant shoes 
through retail chain stores only, 
in more than 9,000 stores. 





Meadlines 





Optimism Prevails at Atlanta Show 


By ROBERT H. BROWN 


ATLANTA — “The best show so 
far,” said an exhibitor at the spring 
showing of the Southeastern Shoe 
Travelers as crowds worked their 
way through the corridors of four 
hotels. A wave of optimism and en- 
thusiasm floated over the entire 
showing, and the recession seemed 
to be a memory. 

“They’re not just looking, they’re 
buying this time,” said another ex- 
hibitor at the November 2-5 show. 

Attendance was up. Ruth Whatley, 
secretary of the Travelers, reported 
about 800 registrations more than 
for the fall showing, when there 
was a feeling of uncertainty about 
business conditions. This brought 
the attendance to around 1500. She 
also reported 35 to 50 lines were 
showing for the first time. 

The early Easter probably brought 
out the buyers. And the fact that 
the recession seemed to be a thing 
of the past, plus a feeling of confi- 
dence stimulated buying. One dis- 
player reported the first day of the 
show, Sunday, was the best Sunday 
he ever had there. Until 9 p.m. 
he was unable to close his showroom 
to get something to eat. 

The South likes its colors in the 
spring and summer, and judging 
from the talk and the buying, the 
coming year is going to be no ex- 
ception. Flats, sandals and wedges 
are turning to colors, giving the 
traditional white a run. 

The tans, creams and “luggage” 
colors were selling well. The Italian 
influence was noted in many of 
these summer models. In colors 
there were salad greens, orange, 
turquoise, geranium pink and gold, 
but the “luggage” colors seemed to 
be leading the pack. 


Response for New Instep 

One firm reported the lastex and 
foam rubber instep, introduced at 
the Chicago showing, was getting 
good response sinee it hugs the foot 
and keeps the heel from flopping. 
The 8/8 and 10/8 heels in some in- 
stances were reported better than 
wedges. 

No doubt but that patents, the 
old standby, will be around as usual, 
but beiges, white, indigo blue, 
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orange, Mexican pink, fountaine 
blue, trianon pink and willow green 
were taking over the show. Red, 
which held the spotlight last sum- 
mer, seemed to be a bit sluggish with 
dealers reluctant to stock up. Navy 
blue as usual was selling well as a 
standby basic, with the indigo blue 
hailed as a newcomer. Bone was 
reported by nearly every seller as a 
color to watch out for. 

Points were around and getting 
sharper, not only in the medium 
price but the high line. The open 
models are being switched to closed- 
up styles. The 23/8 heel in the fash- 
ion line and the 18/8 in the medium 
were okay. 


Queen Annes Popular 


In the young girl class, the 12/8 
and 15/8 are becoming quite popular 
and the pre-teens in the South are 
going for Queen Annes. This is a 
peculiarity of the South because in 
the East these are sold primarily 
to the older girls. 

There was little doubt that this 
will be another “loafer” summer 
for men, and as usual it’s black over 
tan. Perforated three and five-eye- 
let ties were good, since in the South 
a lot of men who need a dressy-look- 
ing yet cool style, prefer these be- 
cause of the multiple uses they can 
put them through. Combinations in 
black and white and tan and white 
were few. 

Max Orenstein was re-elected 
president by the Travelers. Other 
officers re-elected were Terry Mos- 
ley, vice-president; Edward Bomar, 
secretary; E. L. Miller, treasurer. 


September Production Set 
At 50.1 Million Pairs, Up 2% 


WASHINGTON, D. C.—A re- 
vised Census Bureau estimate has 
placed September footwear produc- 
tion at 50.1 million pairs—2 per cent 
above the 49.2 million pairs pro- 
duced in September, 1957. The fis- 
ure was also less than 1 per cent be- 
low the 50.4 million pairs of August, 
1958. 

The adjusted index of footwear 
production for September, 1958-— 
with 1947-49 output taken as equal 
to 100—was 118. For August of 
this year it was 113. 


220 Lines Displayed: 
Traffic Ahead of ’57 
At St. Paul Showing 


By DONALD M. LYONS 


ST. PAUL, MINN.—tTraffic at the 
Spring Shoe Show of the Northwest 
Shoe Travelers, Inc., exceeded that 
of last year at this time. Buyers 
from throughout Minnesota, North 
Dakota, South Dakota, western Wis- 
consin and northern Iowa looked at 
220 lines of women’s, children’s and 
men’s shoes. 

The event was held November 
1-4 at the St. Paul Hotel here. 

Exhibitors were generally well 
pleased with buying at the show. 
In women’s better shoes, black ac- 
counted for about 60 per cent of 
the sales, followed by navy blue. 
Other good colors were benedictine 
and bone. Red and green leathers 
were somewhat spotty. 

There was considerable interest 
in the deldi silk suedes; green was 
a good color, in fact all high colors 
were selling. 

As for heel heights, in style mer- 
chandise 21/8 to 23/8 were still 
the best sellers, but there appeared 
to be more and more interest in 
17/8 and 18/8 heels. 

The style trend was still mostly 
closed heel and toe—practically all 
needle toe, although there was quite 
a bit of action on the double needle 
toe, too. Even for the smaller towns 
the bulk of buying was on needle 
toes in fashion shoes. 

There also was a terrific demand 
for clear plastic shoes for holiday 
selling. 

Many trimmed shoes were shown, 
buc the bows and ornaments were 
smaller and more gentile than they 
have been. And the soft construc- 
tion really had taken hold. 

Fabric shoes generally were not 
of much interest because Easter is 
so early this coming year. Most 
fabrics likely will be bought at the 
next show in January along with 
whites. 

In women’s casuals the one-eyelet 
tie was big in such staple colors 
as white, black, natural, honey beige 
and the pastels. Slip-lasted shoes 
also moved in open types. T-straps 
were good in “bread and butter” 
colors of black and red as well as 
orange and yellow. Lower T-straps 
were good in popular-priced wo- 
men’s shoes and there also was in- 


Boot and Shoe Recorder 





terest in open cut numbers. 

Patents continued strong in little 
girls’ shoes for spring. The trend 
appeared to be toward lightweight 
shoes for girls. Bucks, both grey 
and “dirty,’’ were big for boys. The 
new tapered toe also entered the 
children’s shoe picture plus the 
square-toe last in Compo-type con- 
struction for girls (and mildly so 
in welt construction for boys). 

Colored shoes sold well for grow- 
ing girls. There also was a trend 
here toward lightweight construc- 
tion. 

For little girls the black velvet 
T-strap with a stacked heel also 
was big along with the same style 
in Vanilla Ice. 

Lightweight, unlined construction 
continues as a major trend in men’s 
shoes for spring. Such old summer 
standbys as nylon mesh and black 
and whites moved slowly. Most of 
the business in the better - grade 
men’s shoes was done in a dark 
brown and black. 

The square toe appeared to be 
moving ahead with business good 
in hand-sewn moccasin and three- 
eyelet slip-on styles. Some exhibi- 
tors were showing a modified ver- 
sion of the square toe which they 
said moved well. 

In casuals lightweight numbers 
with both rubber and leather soles 
and smooth and perforated vamps 
sold well. Both three-eyelet num- 
bers and slip-ons moved and_ all 
colors seemed to sell well. 


Steady Traffic, Optimism 

Mark Detroit Spring Fair 
[CONTINUED FROM PAGE 17] 

where in the girls’ and misses’ lines, 


being somewhat modified in the 
smaller size ranges. 

This ‘‘thinned-down” appearance 
carries over to the boys’ and little 
gents’ lines, where lighter weight, 
slightly tapered styles are success- 
ful. Black and a revival of Cordo- 
van dominated the color choice in 
boys’ and men’s dress styles. Dirty 
buck and “orange” glove leather 
have the lead in casual styles. 

Ripple Soles, even in the smallest 
sizes, continued to be a big item in 
both boys’ and men’s lines. 

Preference for the plain toe and 
moc-vamp were seen in masculine 
footwear. Wing tips are in general 
disfavor at present. 
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Color Interest Keynotes Seattle Showing 


SEATTLE—The Spring Shoe Fair, 
held by the Pacific Northwest Shoe 
Travelers November 2 through 4, 
quickly chalked up a high registra- 
tion, with a major portion of the 
number buying. Travelers, in fact, 
reported more buying than in the 
East and termed it a “working” 
fair. 

“It’s been one of the best fairs 
we've had,” said Dick Bitzer, out- 
going president, “with a lot of in- 
terest in color. Color is primarily 
for spring and they are buying it.” 

A change in facilities was neces- 
sary because the internationally im- 
portant Colombo Conference took 
some hotel accommodations former- 
ly used. As a result, buyers had 
only to go across the street to see 
any lines not in the one building. 

A registration of 500 buyers was 
reported by Miss Aileen McGuinn, 
secretary, with approximately 150 
exhibitors and 300 persons attend- 
ing the Monday morning breakfast. 
Some 85 of the travelers attended 
the pre-fair luncheon and business 
meeting Saturday. 


Color, however, was the big story 
with manipulated vamps gaining 
the nod from many buyers while 
others were asking for bows in 
variety all the way from high-style 
shoes to canvas. 

The high fronts were good in 
both men’s and women’s casual 
styles, with the gores on their way 
out for men and boys. Finishes and 
applied decorations, stamped _ in 
leather or appliqued, superseded 
prints in women’s shoes. The “kid” 
and plastic treatments in women’s 
and girls’ fashions were helping to 
tell the color story and buyers were 
putting them into their orders. 
Patent in color was also popular. 

In fact, buyers were showing in- 
terest in suede or shag or plush so 
long as it was color; however, black 
patent and bone in all leathers still 
remained first with most lines, with 
red, blue and green close behind. 

Open styles were coming back 
with the new leather-clear plastic 
combinations popular with both 
traveler and buyer. T-straps, side 
interest straps and ties were doing 
well, the latter mainly in lower heels. 


Men’s footwear has definitely gone 
lightweight in the Pacific Northwest, 
with a new more flexible shank 
brought out by one line reported to 
be taking hold. 

Quilting, either stitched or 
stamped, had appeal for men’s and 
boys’ styles, but with the big news 
the acceptance of the square toe for 
the first time here. 

The inverted long moc with ex- 
tended sole was still getting orders 
for boys’ shoes, and strictly a local 
preference was a brogue square toe 
of simulated alligator in black and 
brown. 

In children’s shoes, the standard 
styles continued. A seamless bal 
oxford with a cushion crepe sole 
with white welting in red and gray 
was new in one line. A wedgie sole 
for boys in black was very good. 

Saddles in black and white and 
also gray and white in bubble styles 
were still in. Nylon velvet was said 
by one woman buyer to be “excel- 
lent” in both saddle and skimmer 
styles because of its satisfaction in 
wear and care. 

New president of the Pacific 
Northwest Travelers is Norman 
O’Neal of Freeman Shoe Corpora- 
tion. 

The list of new officers includes 
Harry E. McDonald, first vice-presi- 
dent; J. Ray Reid, second vice-presi- 
dent, and Mr. Bitzer, chairman of 
the board. 

A report of the October National 
Shoe Travelers meeting in Chicago 
was given by H. Pearse Newell, from 
Los Angeles, president of the West 
Coast Shoe Travelers. The Pacific 
Northwest group voted unanimously 
to endorse participation in the na- 
tional benevolent insurance program 
if the membership in California 
votes for it. 


Cushioning to Cost More 


AKRON, O.—The Goodyear Tire 
& Rubber Company’s Foam Prod- 
ucts division announced price in- 
creases on foam cushioning effective 
December 1. According to a com- 
pany spokesman, the increases will 
vary according to different sizes or 
types of cushioning, but will be at 
a minimum of about 10 per cent. 





Headlines 





Brown Finishes Defense in Anti-Trust Suit 


By VIRGINIA MARSHALL 


ST. LOUIS—The major phase of 
the trial was concluded November 7 
in the Government’s anti-trust suit 
fighting the merger of G. R. Kinney 
Company, Inc., with Brown Shoe 
Company. Reliable sources indicated 
the probability of a Government re- 
buttal later this month, with exhib- 
its and possibly oral testimony. 

Decision on the case, heard in 
Judge Randolph H. Weber’s U. S. 
District Court here, is not expected 
until late next year. 

Brown’s defense took the direc- 
tion of economic geography when 
the company presented its final wit- 
ness, Dr. Joel Dean of Joel Dean 
Associates, Hastings-on-Hudson, 
N. Y. Dr. Dean analyzed in detail 
the economic factors of competition, 
using easel-type charts and graphs 
for courtroom delivery. Stressing 
“overlap” or “lack of overlap” in 
every study, Dr. Dean testified that 
the combined market shares of 
Brown-Kinney stores would not 
lessen competition or tend to create a 
monopoly, as charged by the Gov- 
ernment under Section 7 of the 


Clayton Anti-Trust Act. 

Brown-Kinney stores overlap in 
92 areas in 34 states. Although geo- 
graphic overlap occurs, Dr. Dean 
said, product, quality and price 
overlap measurements find Brown 
and Kinney stores non-competitive. 

Through its witnesses and ex- 
hibits, the shoe producer endeav- 
ored to show why acquisition of 
the Kinney shoe chain does not 
constitute a monopoly or lessen 
competition. Kinney was acquired, 
statements showed, so that Brown 
could enter the fast-growing shop- 
ping center market—since the man- 
ufacturer was not geared within its 
own organization to set up such an 
expansion program. 

Parallels were drawn in the testi- 
mony between Brown’s acquisition 
of Kinney and its purchase of Wohl 
Shoe Company in 1951. Wohl con- 
tinues to buy shoes from Brown, 
as it did prior to 1951, and con- 
tinues to pay Brown the same price 
for shoes as any independent re- 
tailer would pay, according to Jay 
D. Straus, Wohl vice-president in 
charge of purchasing. Mr. Straus 


said he does not consider Wohl 
outlets competitive with Kinney 
stores. However, Wohl’s own brands 
and Brown Shoe Company brands 
are to some extent competitive in 
price. 

Kinney bought approximately $1,- 
500,000 in shoes from Brown in 
1957, but few if any prior to that 
time. With the exception of Robin 
Hoods, no Brown brands are handled 
at any Kinney stores. 

Many actual pairs of Brown 
branded shoes were offered the 
court as evidence of quality manu- 
facture. These had been cut in half 
to show inner construction features 
and to reveal the grade of materials 
used. On the witness stand, Monte 
Shomaker, Brown’s vice-president 
in charge of shoe manufacturing, 
examined a black suede pump which 
Kinney retails for $6.99. Brown 
could not produce this shoe to retail 
for $6.99, he said, no matter what 
grade of materials was used. 

In all phases of the testimony, 
Brown’s quality control program 
was stressed. 

Testimony in general was directed 
at proving that Brown and Kinney 
are not competitive, but rather vie 
for the dollar of a different class 
of customer on a different grade of 
footwear. 





Heavy Buying Reported at Largest Dallas Spring Show 


[CONTINUED FROM PAGE 17] 
are being broken.” 
On Sunday, the opening day of the 


show, many of the 1500 retailers 
who turned out were only looking. 
But showrooms were crowded that 
entire day, and by Monday buy- 
ing began in earnest. It continued 
through Wednesday. 

Although there was a handful of 
complaints on shoe price rises, the 
majority of retailers accepted them. 
They said their customers, knowing 
quality, would not object. No across- 
the-board price increases were re- 
ported, and neither were there any 
reports of downgrading. 

Sales were good in women’s high- 
styled lines, with pointed toes almost 
exclusive. One exhibitor said sales 
in the higher-priced lines were ex- 
ceptionally good, reflecting a definite 
return of prosperity to the South- 
west—an area that was not badly 
hit by the recession in comparison 
with other areas of the nation. 
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As usual, because of the trend 
toward indoor-outdoor living in the 
Southwest, there was a brisk busi- 
ness in casuals. Prints will be popu- 
lar for spring as will flowers, chintz 
and terry cloth. This type of shoe, 
commonly a bedroom slipper in other 
sections of the country, is used in 
Texas and other Southwestern states 
for housewear and use on patios. 

The Italian influence in casuals 
stayed very important as did straws, 
thongs and barebacks. Black and 
white were popular colors and the 
live, vivid colors sold very well. 

In men’s shoes the trend seemed 
to be toward nylon mesh for spring 
and lightweight calfskins. Colors 
trended toward darker shoes in 
browns and blacks. Slightly pointed 
and modified toes seemed to be lead- 
ing in quality styles. 

General price ranges in children’s 
shoes started at $6.95 with black 
patent leather and white calf the pre- 
dominating colors, with some dirty 


buck and two-tones. 

Foreign-made shoe lines appeared 
in their greatest number this year. 

At the Shoe Fair breakfast, 
Charles T. Evans of Little Rock, 
Ark., told 600 retailers, “The genius 
and dynamics of our business system 
is selling.’”” Mr. Evans is a consultant 
in sales promotion and former ex- 
ecutive vice-president of the Arkan- 
sas Light and Power Company. 

“Were it not for advertising, seli- 
ing would be back in the horse and 
buggy days,” Mr. Evans declared. 
“People buy goods according to their 
emotions, and well written advertis- 
ing appeals to one’s senses, emotions, 
desires and fears.” 

Mr. Evans said that people don’t 
buy enough of everything, such as 
shoes; they have to be sold. He de- 
plored the lack of untrained person- 
nel in stores and said that in today’s 
competitive world, trained men with 
know-how, with inquiring minds and 
with an ability to put forth an ex- 
treme in effort are the ones who 
will sell the most goods. 
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This illustration will appear in a full-page full-color ad next spring in SATURDAY EVENING POST 


Cfhahama Cf roun 


SHADE OF BROWN WITHOUT RED THAT HAS JARMAN DEALERS TICKLED PINK 


’Tis a rosy outlook for Jarman dealers — and one big reason 
for the optimism is the presence in the new spring line of a 
group of “Bahama Brown” shoes. Here is a highly promotable 
color —a true brown, deep and warm, which goes well not 
only with tan and brown but with many shades of grey and 
blue as well. Jarman dealers, judging from the orders they 
already have placed for these styles, recognize the terrific sales 
potential of “Bahama Brown” in the months ahead. 

Through pleasant and profitable experience dealers learn to 
have full faith in Jarman generally. Faith in Jarman’s style 
leadership. Faith in Jarman’s regular introduction of popular 
new colors and leathers and construction features. Faith in 


Jarman’s national advertising — dynamic, believable advertis- 


THE SMART FAST-SELLING NEW 


ing which consistently ranks as the industry's best. Faith in 


Jarman’s dealer services, which include a second-to-none 


program ot promotional aids. 

Each year Jarman gains a bit more ot the great middle-price 
market in which it long has been the dominant brand. Need- 
less to point out, the Jarman dealer profits thereby. To find 
out all about becoming such a dealer, write to Jarman Shoe 
Company, Nashville, Tennessee. 


JARMAN SHOE COMPANY ¢ NASHVILLE, TENNESSEE 
DIVISION OF GENERAL SHOE CORPORATION 


SHOES FOR MEN 


$10.95 to $19.95 





_ store. Plus color magazine ads, Plus point- 
- of-sale aids. It all adds up . . . for greater 
profits and prestige visit GOLO in our own 
showroom, Empire State Building, Suite 
925, Nov. 30th to Dec. 4th. Open Sunday. 


GOLO 


Golo Footwear Corp. Empire State Bldg. + N.Y.C. 
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SHOES FOR MEN 
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A New Lawrence Leather 
that’s something to crow about 


BANTAM — A new, lightly textured, highly polished leather created to help you fight for 
increased shoe business in men’s, women’s, and junior lines. A. C. Lawrence Leather Co., a 


division of Swift & Company (Inc.), Peabody, Mass. 


rOnC?_ BANTAM 


THE BETTER PART OF BETTER SHOES 
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Going 
over big! 





— ‘To Sell . . . Displays Must Tell!” says the 
Advertising Council. 


—“Take a trip around your store . . . no matter 
what kind of store you have or what you sell. 
Look at the way you show your merchandise 
and what you say about it. Put yourself in the 


place of a customer. 


—How long since you last changed your displays? 
Remember: new floor arrangements, new signs . 
present a new appeal to your customers. . . sug- ...ZIVe-aWay 
gest their purchasing items they never thought of . 
buying when they came in. that builds 


. s 
—“How easy have you made it for customers to good-will 


obey that impulse to buy? Expose as much mer- 
chandise to your customer as possible . . . with- 2 | 
ways! 


out crowding, without confusion. 


—‘Are you spotlighting feature items at traffic e Appeals to both boys and girls. 


points? Not only do they lead customers past all © *Ehnialive eld tow: that wi 
merchandise in the store, but they stimulate im- : Pe soe Se wee 
Parent’s approval. 


pulse buying . . . they result in more dollars of 


sales from every customer who comes into the 0 | 10¢ 
n y Dealers were enthusiastic 


store. 
when they saw Magic Board at the Chicago 
sell. Make sure every sign gives at least one Show! Kiddies press figures on “black 
feature selling point . . . some statement which board.”” No messy paste, or water. Long 
will make the consumer want to buy that item. life. Can be used over and over! Order 
minimum: 250 or multiples of 250. 


—“Are your signs beautiful but dumb? Signs must 


—“Do your windows say, ‘Come in! Come in!’ Be 
sure you have a focal point to attract attention. Direct from: 
Are you getting the selling power out of your WENNER MANUFACTURING CO. 
windows? Window signs, too, must tell to sell. OSCEOLA, MISSOURI 


—*Put the power of display to work for you... a 9 
to sell for you.” 5 ING JACKS 


g B | Qn 0 rw ( 1 America’s Finest Fitting Shoes 
. e > -e 


Publisher For Chiidren 
VAISEY-BRISTOL SHOE COMPANY 


Boor AnD SHOE REcorRDER Monet, Me. 
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wear casuals already know 


about MOC-ABOUTS 


Do you? 


ci se 


That's a fact, man. This year, in 
the four leading men’s fashion and 
entertainment magazines — 
Esquire, Argosy, True, Playboy — 
we've shown and sold Moc-Abouts 
every month to 11 million 
casual-shoe-wearing young guys from 
coast to coast. That’s 4 out of every 
6 casual-minded men in the U.S. 
...4 out of every 6 casual-minded 
men in your town! 


But wait . . . next year we've got even 
bigger 'n better national promotion 
plans! Like to get in on ‘em? Then get 
in the elevator and get on up to 
Rooms 618-619 at the 

New Yorker in New York, 

Nov. 30-Dec. 4. 


Moc-Abouts $5.95 - $8.95 


Nashua Footwear Corp. 250 Canal Street, Lawrence, Mas 
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Gentlemen's Finer Shoes Since 1888 
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SOLKAF 


The newest innersole on the market 
—a bright new note in footwear! 


SOLKAF is the latest footnote in footwear! Try it... feel it... look at it closely. 
SOLKAF combines feather-light softness with leather-like toughness, has a supple 
buoyancy, a pliable texture that cushions the foot, gives a lift to every wearer — 
from the first step. It’s wear-proof and tear-resistant, with a dimensional stability 
that means it holds its shape for the life of the shoe. sOLKAF is the ultimate in 
quality ... born of 31 years of experience in manufacturing Onco, used in over 
2 billion pairs of shoes! 


Give your customers the qualities they look for—in sOLKAF: Flexibility, Dimen- 
sional Stability, Toughness, Adaptability, High Quality at Low Prices. soLKAF is 
now available in various irons for immediate shipment! 


BROWN |igj COMPANY 


General Sales Office: 150 Causeway Street, Boston 14, Mass. Mills: Berlin and Gorham, N. H. 
Exclusive Distributor in Canada: Bennett Limited, Fort Chambly, Quebec 


*Pat. applied for 
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Tint, gives you all the carefully selected colors 
SPECIAL found in hand-made Western boots — 
YOR OUNT now available at popular prices, and . . . 


x sc All STYLES 
lee b> ALWAYS << 
= IN-STOCK 


WHY RISK LOSING SALES when you can get immediate shipment from the longest, most color- 
ful Juvenile Cowboy Boot line in the country? 





You must HAVE boots to SELL boots — and COLOR sells the young ‘‘cowboy”’. The Q-D line 


offers you a choice of 99 colorful styles, popular-priced to give your customers honest value, 
and IN-STOCK now for the big selling season ahead. 


ORDER your Q-D Brand Cowboy Boots now — start selling them now! 


NOW SHOWING 
at the 


Style 6008 PPSSA 


Genuine Kid Top uve Style 417 

3-color underlay Hotel New Yorker Fancy Stitched 
Also Round, Also Square, 
Pointed Toe Pointed Toe 


SEND for Catalog and 
Dealers’ Price List TODAY 


QUINN & DELBERT BOOT MFG. CO. marisoro, mass. 


Specialists in the manufacture of fine juvenile boots 


Juvenile COWBOY Boots ... © CHUKKA © WELLINGTON ¢ COMBAT © ENGINEER Boots 
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Editorial 


by JOHN REILLY 





Rooms Behind The Store 


merchant remarked 
“Your TMP Study (Boor anp SHoe RecorpER, 


October 15), is a welcome restatement of the 


T the National Shoe Fair a 


facts of our business life. Facts we learned at first hand 


from our parents as they worked over their books at night.” 

This remark brings to mind a story told several years 
ago about an elderly couple who, after having built a 
substantial neighborhood shoe business, were approached 
by a broker to relocate in a slick salon store in the 
swanky part of town. After they had completed a tour of 
inspection of the lush shop, with its magnificent windows. 
wall to wall carpeting and elaborate lighting, the broker 
remarked enthusiastically, “This is the perfect setup—it 
has everything.” 

“No,” 


It has no rooms in the back.” 


replied the wife, “it doesn’t have everything. 


This story may have been intended as a jibe at over 
emphasis on glamor in shoe stores . . . or it may have 
been pointed in the opposite direction, at the old-fash- 
ioned thinking and ways of life of which shoe retailing 
is continually accused. 

At any rate it points up one of the real shortcomings 
of all retailing, particularly of smaller operations. This 
fault is not uncommon in shoes. 

We refer to the way some merchants disassociate them- 
selves completely from their businesses once they turn 
the key in the door of the store at night. 


Flight from Reality 


This flight from the reality of facts and figures is 
generating a dangerous vacuum. In a way it may account 
for the lack of understanding of definition and dearth of 
satisfactory operating figures which some of the returns 
to the Recorper TMP Study demonstrated. 

The inclination to put the cares and problems of the 
business day aside with the turn of a light switch is 
human, and it is understandable. 

But, unfortunately, it is a luxury, and one which feu 
merchants can afford. 

There are daily, weekly and monthly records which 
must be kept. There are plans to be made, policies to 
be determined . . . all of them require burning the mid- 


night oil. 
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Qutside counsel and services are desirable and should 
be used, but they are costly and are reflected plainly in 
Few small 


As a 


the expense detail of operating statements. 
stores can afford them, except on a limited basis. 
result many jobs are left undone. 

For the man and wife store, for the one- or two-man 
operation, inventory and expense records present a 
special problem. Hours in such stores are long, and the 
temptation to let the paper work go ‘til tomorrow is 
strong. The consequences of this delay are spotty inven- 
tory and expense pictures, or worse, no records at all. 

The RecorpeR TMP Study and Analysis, which will 
continue throughout 1959, provides the merchant with 
the “know how” and the tools for inventory and expense 
controls. 

Only the merchant can provide the initiative, the time 
and effort to produce accurate operating figures for his 
store. 

Sharper Contrast 

We hear much about “Suburbia” and “Leisure Living.” 
Many shoe stores have relocated or opened to serve this 
market and capitalize on its philosophy. This modern 
concept of the way to live throws the responsibilities and 
the long hours a retailer must work into even sharper 
contrast. In this atmosphere, it is very easy for a mer- 
chant to convince himself that it will do little harm to 
take a few additional minutes for lunch, Closing a half 
hour earlier in order to get home to mow the lawn before 
supper is justified with equal ease. 

Perhaps the lady of the house, who in other years and 
circumstances was the relief help at noon and the book- 
keeper at night, contributes her share of pressure for a 
shorter business day. 

The generation of merchants who, “lived behind the 
store” is a passing one. Many of the principles they 
evolved and the standards they wrote have become basic 
fundamentals of good retailing. But their real contribu- 
tion to retailing was their positive devotion to business 
and the tenacity with which they kept detailed accounts 
and records. 

Both of these qualities should provide inspiration for 
the independent retailer, particularly those who operate 
the smaller stores, the very fiber of the business. 
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CLOSE LO 


of 
WINTHR 


Customers need only one close look at Winthrop 
“Filter Tips’. Then they buy! They buy the 

exclusive filter vamp, the wonderful flexibility, 

and the free-and-breezy comfort. One close 

look to see the hundreds of tiny perforations is 

all that’s needed to spark the sale. 

See revolutionary “‘Filter Tips” in April 27 TIME 
and May 11 SPORTS ILLUSTRATED. 

Winthrop Filter Tips are priced to retail profitably at $14.95 


Get in the Winthrop ol etopty) R 


WINTHROP SHOE CO. « DIVISION OF INTERNATIONAL SHOE CO. OF ST. LOUIS, MO. « NEW YORK SALES OFFICE, ROOM 914 MARBRIDGE BLDG 
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SEE OUR NEW CANVAS 














P.P.S.S.A. 


NOVEMBER S3O-DECEMBER 4 


NEW YORK TRADE SHOW BUILDING. 500 EIGHTH AVENUE 


ROOMS 348 & 349 


Rata Belcamp, Maryland 
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® White House ready for price controls and rationing with- 
out action by Congress in case of national emergency. 


® Small corporations with ten or less stockhold- 
ers can choose to be taxed as partnerships but 
must make decision by Dee. 1. 


® Administration counting on another round of 
*eontrolied”’ inflation to give illusion of pros- 
perity in months ahead. 


Baker Reporting from WASHINGTON 





The White House has reaffirmed its intention of clamping on price 
controls and of issuing rationing orders at any time it believes an “emergency” 
exists. 

These points were spelled out in a recent master plan for the nonmilitary 
defense of the nation issued by the Office of Civilian and Defense Mobilization. 

OCDM thus is putting the nation’s merchants and manufacturers on notice 
that it does not intend to wait for the Congress to enact such controls after 
an emergency arises. The planners are proceeding on the theory that in 
time of national emergency they'll act first and worry later about the legality 
of what they've done. 

Some businessmen are concerned over what constitutes a “national 
emergency,” OCDM won’t necessarily wait until the bombs drop. A_poli- 
tician’s idea of an “emergency” may be quite different from a merchant’s. 
In other words, we may get price controls and rationing without actually 
being at war. 

OCDM, which prepared the so-called master plan for national mobiliza- 
tion, is a planning agency—not an operating agency. Thus, while it can 
order nationwide price controls into effect by the stroke of a pen, it won't 
actually enforce them. A new government agency, modeled after OPA of 


World War II and OPS of the Korean War, will actually police the prices. 


Small corporations will have to decide before Dec. 1 whether to take 
advantage of new tax laws permitting them to be taxed as partnerships. 

Terms of a new law passed this year will permit corporations with 10 o 
fewer stockholders to waive corporation income taxes on profits for 1958. 
Instead, this income may be taxed as income to the stockholders in proportion 
to their holdings in the firm. 

Thus, the stockholders would receive a share of the corporation’s net 
earnings which has not previously been taxed, and can in some cases use 
personal capital losses to offset corporation capital gains. In addition, cor- 
poration losses of a new firm can be used as a deduction against ordinary 
personal income. 

After this year, a small corporation must make its election by Jan. 31 
of the taxable year. This is the only year in which taxpayers can benefit by 
surveying corporation operating experience when the full results are in. An 
election is made each year. 

The law restricts this benefit to firms which do not have as a shareholder 
a person who is not an individual, other than an estate, do not have a foreign 
person as a shareholder, or have no more than one class of stock. 


Another round of inflation, powerful enough to shove manufacturing costs 
to new peaks during the next 12 months, is in the making. The Federal 





Reserve Board, despite its conscientious efforts to keep inflation within 
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® Ten U. 8S. merehandisers on inspection and buy- 
ing trip te help Indian government increase 
exports of consumer goods. 


Report from 


® Post Office Department still operating at heavy 


W ASHINGTON oe sce ~ nape rates. Deficit of $350 





bounds, is finding its restraining efforts frustrated by the U. S. Treasury. 
Blunt truth is that the Eisenhower Administration is doing little or 
nothing to block the upward trend in costs and prices. Although no one in 
the Administration will admit it, the fact is that the inner-circle economic 
advisers are counting on what they privately call “carefully-controlled infla- 
tion” to bring about a fresh illusion of prosperity in the months ahead. 
Their only real concern is now in seeing that this new burst of inflation 
does not get out of hand and thereby bring real distress to the economy. 
Even Ewan Clague, the government’s commissioner of labor statistics and 
careful student of price trends, is openly predicting another upward spurt 
in the government's Consumer Price Index. Fact that the latest CPI leveled 
off somewhat (.2 of 1 per cent) is definitely not a sign of price stability, 
Clague says. (It reflects only the plentiful supplies of food available in the 
late summer.) “This is no downward trend,” Clauge says. “The index is not 
tending to stabilize.” 
In other words, prices are going to rise still more in the months ahead, 
not decline or even stabilize. This is an all-important point to keep in mind 
in planning your future orders. 


\ group of 10 U. S. merchandisers is now completing a 35-day inspection 
and buying trip of the consumer goods industries of India. 

Specifically, the buyers made calls on Indian manufacturers of footwear, 
sportswear, silk fabrics, textiles for home furnishings, carpets and rugs. 
women’s and children’s apparel, fashion accessories, and giftware. 

The buyers made the trip at the request of the Indian Government, which 
is seeking ways to increase its exports of consumer goods. 

Egil Krogh, chairman of the board of Sibley, Lindsay and Curr, of 
Rochester, N. Y., is head of the 10-member group. The group is due back 
about Nov. 23. 


Despite the higher postal rates that went into effect this year, the Post 
Office Department is continuing to lose money at a staggering rate. The 
deficit for this fiscal year (ending next June 30) is expected to be around 
$350 million, a total up sharply from earlier estimates. 

Expenses have been rising much faster than receipts. The rate increase 
which went into effect this year only made a small dent in the total deficit. 

Retailing spokesmen in Washington (the National Retail Merchants Asso- 
ciation is doing an effective job) are telling the postal bosses to get their 
house in order before asking higher rates. 

Specifically, the retail men are asking the Post Office to scrap the present 
limitations on parcel post packages. It is estimated that parcel post revenues 
would rise by about $70 million a year if the Post Office would drop the 
restrictions on the size and weight of the packages it handles. 

A final decision on whether or not to ask Congress for higher rates has 
not yet been made. Although it needs more revenue, the Post Office is 
reluctant to harass the mailing public by asking for two major rate increases 
within two years. 

Only Congress can change the rates on first-, second-, and third-class mail. 
On fourth-class mail (parcel post), the Postmaster General is required by law 

[CONTINUED ON PAGE 70] 





Boot and Shoe Recorder 





a? 
Positive, accurate cont§ ate 
The sensitive feel need 
Higher production thro 


SERVICE 
PARTS 


November 15, 1958 


TING wit 

iB 

fine flat lastin 
ered opera 


Here is a new standard of oper#ting ease— 
a manually controlled, power-assisted machine 
using sound toe lasting principles proven on 
billions of pairs of shoes through years 
of successful operation. 


Power does most of the work but the operator 
controls the result. The Sipited, Power Toe Laster 
obeys a light touch promptly and accurately. 


See for yourself how this machine can help you 
improve quality and reduce operator fatigue. 


Died 
SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 





THE QUALITY LEATHER 





OWNtn 





OIE 


a rose-coral, soft and sensitive 
to all the pinks ...and prints... 


of summer clothes 


@ 


LEATHER CO. GiRARD, OHIO 
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When school-age girls 
change their minds 
about shoe fashions, 
you ll always hear it first— 
and get it first— 


(built on lasts to put fit first) 2 
Sevintin TN 


¥ Young America’s most walked-about, talked-about, bragged-about 
, shoe fashions. Order from your local distributor or write to 


is HUSSCO SHOE CO., 47 WEST 34 STREET, NEW YORK 1, N. Y. 
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A MAJOR ACHIEVEMENT IN 


by the world’s largest 
patent leather tanner 


Here for the first time is a black patent leather finish 

that refuses to crack — even at extreme hot or cold temperatures. 
A patent that far outwears conventional patent — as proved 

in factory tests and wear tests by consumers. A patent 

that retains its original brilliance. By overcoming the obstacles 
that have plagued shoe men and consumers, 

Colonial’s new Luxury black patent leather opens new and greater 


markets for the profitable use of this important leather 
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PATENT LEATHER DEVELOPMENT 
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LIKE 
SURPRISES? 


then 
be sure to 
take a peek. 





SEE the new additions, the styles, the craftsmanship, 
the quality that has made and is keeping 


SEBAGO-MOC 


America’s fastest growing line 
For men, women, children 


ALWAYS IN.STYLE — ALWAYS IN STOCK 
OR ... write for full details and catalog: 


SEBAGO-MOC COMPANY 


WESTBROOK, MAINE 


New York Office: 534 Marbridge Building 
Made in Canada by Canada West Shoe Manufacturing Company Winnipeg, Manitoba 
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Today, with all the talk about 

what ails our economy, you're probably 
concerned with ways of improving 

your own business. Wolf Brothers prescribes 
the 30/6 plan as a tested and approved 
remedy to stimulate your store traffic, WOLF BROTHERS 

expand store identity and boost your volume! 332 N. 12th St., Philadelphia 7, Pa 

Get the inside story now on how Plan 30/6 Yes, | am interested in the inside story of your 30/6 
can chase away the ‘tired feeling’ plan. Please rush details 

currently plaguing your business and ! Name 

stimulate selling with 

creative ensemble wrappings. 

Fill and mail back this coupon TODAY! 


Store Name 


Address 
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THE TOUGH, 





HARD ABS POLYMERS 


Y¥COLAC 


CYCOLAC’s amazing properties make it in- 
finitely superior to traditional shoe heel ma- 
terials... serviceable over a wide temperature 
range. 

CYCOLAC’s outstanding toughness and abil- 
ity to “take-it” have been proven through 
constant wear. 

CYCOLAC’s exceptional quality practically 
eliminates returns. 

CYCOLAC’s light weight offers more heels 
per pound .. . usable with all conventional 
shoe forming equipment. 

CYCOLAC’s low cost will surprise you. 


In the past six months over a million high 
heels have been molded of tough, hard 
CYCOLAC resin. Made in the latest nar- 
row style demanded by current fashion, 
these heels have shown an astounding 
ability to stand-up under daily wear. 
Manufacturers and molders report returns 
at an all-time low! 


If you are looking for ways to cut man- 
ufacturing costs and still maintain the 
quality of your shoes, try CYCOLAC 
and see! 


WRITE FOR DETAILED INFORMATION TODAY! 


PACESETTER IN 


Marbon 
CHEMICAL 


SYNTHETIC RESINS 


DIVISION OF BORG WARNER 

Washington, W. Va. 

also represented by: 

WEST COAST: Harwick Standard Chemical Co., Los Angeles, Cal. 
CANADA: Dillons Chemical Co. Ltd., Montreal & Toronto 
EXPORT: British Anchor Chemical Corp., New York 
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LACONIAN SHOES CORPORATION, LACONIA, NEW HAMPSHIRE 
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styles vary... but comfort’s constant 


...and keeping a constant customer demands that comfort—whatever 
the style. That’s why manufacturers and retailers are making sure their 
shoes are cushioned with U.S. Kem-Blo® sponge rubber insoles. Kem-Blo 
is getting repeat business for them because it absorbs shock . . . adds ease 
to every step. It won’t mat, pack or shred. Scientifically gauged thickness 
lasts for the life of light and heavyweight shoes. Learn the full Kem-Blo 
story. For information and test-size samples, write: United States Rubber, 
U.S. Kem-Blo Sponge Dept., 361 Church Street, Naugatuck, Connecticut. 


ee eee ee a ae 


United States Rubber 
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FOR MEN AND BOYS 


Three Generatio 


Style 4707 
Black 


Bringing additional strength to the proven sales advantages of this complete in-stock line 


To complement its strong-selling line of Goodyear Welt shoes for men and boys, Yorktown now presents a series 
of lighter-looking, lighter-feeling, flexible compo shoes in men’s dress types. Made on new lasts with all the plus 
factors of Yorktown’s fine shoemaking and proven value-giving, these new in-stock compo shoes will open many 
new Sales possibilities for Yorktown merchants. 


IN STOCK FROM ONE SOURCE: 
128 STYLES FOR MEN, 
Style 1715 AA-EEE; 6-14, $10.95-$14.95 retail 


Black 26 STYLES FOR BOYS, 
A-EE; 24-7, $8.95-$9.95 retail 


SEE YORKTOWN AT PPSSA 


Aaertions & New Yorker Hotel, New York, Nov. 30-Dec. 4 
ew Yorker Hotel, New York, Nov. 30-Dec. 
LIFE and ESQUIRE Rooms 501-502, 552-553 
also 
Pittsburgh, Pa. — Hotel Penn-Sheraton — Nov. 16-19 
Write now for catalog or for salesman to call Los Angeles, Calif. — West Coast Show — Nov. 16-19 
GARDINER SHOE COMPANY, INC. Philadelphia, Pa. — Benj. Franklin Hotel — Jan. 3-7 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT Syracuse, N. Y. — Empire State Show — Jan. 18-20 
GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bldg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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There’s Nothing wrong with a 


One Man Band unless 





you expect to hear music! 


It’s the same with 


one Manufacturer trying to fill all 
the shoe needs. pe 


(specialists in style and comfort) - stocked in 
N Geilich Black Clover 

as illustrated). 

Also Link Leather in Sand. 


HEYDAYS SHOES, INC. © 2032 LOCUST STREET © ST. LOUIS 3, MISSOURI 
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Ayiae of the 


“There is nothing wrong with the 
fashion shoe business that a concen- 
trated effort on the part of executives 
along lines of service—wouldn’t im- 
prove,” says D. A. MORRIS, Shoe 
Buyer for Brown-Dunkin Company of 
Tulsa, Okla. 

“Every manufacturer has pretty shoes. 
Every retailer has pretty shoes and it 
is up to the individual salesman on 
the floor to overwhelm his customers 
with selection, style, colors and, above 
all, his own sincere effort to be of 
service. Personalized service, in a 
generous way seems to be a forgotten 
art. Salesmen today are looking for 
one-pair wrap-ups and then back, 
the lookout, for another wrap-up. If 


fs Shahi 
7 w - 
mo 


on 


“in| el4 


oa Ya 


a customer offers any objections, the 
salesman takes the attitude that the 
‘old witch’ didn’t want anything in the 
first place and he was a wonderful 
fellow just to even approach her. 
“There is a need for people to re- 
examine their stocks and to dig. In 
practically every inventory there are 
wonderful shoes that lie there be- 
cause customers have to be ‘sold’ these 
shoes. 

“A lesson for any retail salesman to 
learn is that his job can be a personal 
challenge to him and he can improve 
his earnings by putting the custom- 
ahead of his 
prejudices and try to develop his own 
Customers are 


er’s wants and likes 
personal call trade. 
crying for individual attention when 


they enter a shoe store or shoe de- 
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Trade 


partment. Call trade is a must to a 
professional shoe salesman, and the 
only way to develop a good call trade 
is to treat every customer as if you 
knew she were going to buy a fifty 
dollar alligator pump.” 


* * * 


We haven’t tried it ourselves; bui they 
assure us it works like a charm! Here 
is a do-it-yourself procedure that is 
both inexpensive and uncomplicated 
. . one that will put Christmas at- 
mosphere and cheer into your win- 
dows. A quart of beer and a quarter’s 
worth of Epsom salts are the simple 
ingredients needed to “frost” the ex- 
terior of window glass for an attrac- 
tive holiday effect. 
do it: 
Open a quart of beer and let it stand 
for 24 hours in a warm room. Then, 
using one part Epsom salts and three 


Here’s how to 


parts beer, mix them together. When 
the salt is fully dissolved, you have a 
mixture that can quickly be painted 
around the outside edges of window 
glass. Dry, the mixture looks like the 
real thing . . . genuine winter frost. 
In your first attempt, the frost may 
not be heavy enough. This can be 
remedied by adding more salt to the 
beer, mixing and repainting over your 
first work. 

Vivid red oilcloth purchased at a va- 
riety store can be made into colorful 
poinsettias. The cost is low but the 
display will be bright and sparkling. 
Simply cut the oilcloth into poinsettia- 
shaped leaves and support them on 
wire frames. A regular pipe cleaner 
covered with evergreen serves as the 
stem. The poinsettias gain additional 
effect when flanked by giant candles 
made from cardboard tubes painted 
red. After the red paint is dry, splat- 
ter with white paint to simulate tallow 
drippings. holding flame- 
shaped bulbs complete the colorful but 


Fixtures 
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inexpensive Christmas display. 

Eye-catching decorations during the 
holiday season add up to good public 
relations and will bring many favor- 
able comments from customers. The 
goodwill reaction will extend long in- 


to 1959. 














“Retailers, as a whole, underestimate 
the price that the consumer will pay 
for shoes,” STEWART SOM. 
MERS, buyer of better grade women’s 
shoes at Saks 34th Street in New 
York. “Customers are not resisting 
prices. On the contrary. In the face 
of the rise in income during the past 
decade or so, the customer who paid 
$12.98 for her shoes ten or 
accepts 


says 


twelve 


years readily today’s 


$16.98 pair for its comparable values. 


ago, 


“I strongly believe that, for the most 
part, people have the money and you 
can induce them to spend it for the 
things they need and the things they 
want ... in this case, new shoes... 
if the merchandise is presented to 
them attractively and stylefully. 
“Some of the department stores are 
losing out by not grading up, price- 
wise . . . weighting their price lines 
properly. 

“The problem is generally in the re- 


If they 


were a little less conservative in their 


tailers’ own mind, I believe. 


inventory of staples— plain opera 


pumps, walking shoes, etc. — they 
would find that their business would 
Instead, by their 


greatly increase. 


piece-meal buying, they are losing 
anywhere from three to five pairs a 
day. Multiply that by the week and 
by the many types of staple merchan- 
dise and you will see what I mean 
when I say they are losing a tre- 
mendous amount of business . . . plus 
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the fact that they may be losing the 
customers as well. Retailers would 
do well to carry more inventory on 
their staple shoes.” 

Sd * oo 
“There's a difference between a shoe 
buyer and a shoe merchant,” says 
PHILIP WEXNER, president of Wex- 
ner Brothers in Memphis, Tenn. “Buy- 
ers buy pretty shoes. Merchants buy 
pretty shoes, to make a profit.” 

= aa * 
“Unlike the stock market which is 
either Bullish or Bearish . . . in shoes 
it can be and is, both HARD and 
SOFT sell, at the same time,” says 
JIM LEGG of Heydays Shoes, Inc., 
St. Louis, Mo. “So it will be again, 
in the spring of 1959,” he continues. 
“It depends solely and equally on the 
type store and type shoes. 
“To assume to the contrary is to 
make the second most costly mistake 
since World War II. 
“The biggest mistake is now in prog- 
ress. It has two parts: No. 1—many 
retailers have lost 16 per cent of their 
fall and winter business by delaying 
fall orders thirty days behind last 
year. Part No. 2 is still worse. With 
the cleanest shoe inventories in years: 
with more pairs sold than a year ago: 
the best economic climate in our life- 
time; prices soon to go up, many 
STILL REFUSE to fill-in 


actual needs and for reasons too fab- 


retailers 


ulous to repeat. 

“Some retailers have even given fall 
and winter ‘open-to-buy” over to spring 
purchases already which gives 
possible fall and winter sales to com- 


petitors. The store amply stocked 
now .. . will have a larger fourth 


quarter in 1958 than he ever dared 
dream about... . 

“Those independent operators who do 
prosper more in the spring of 1959 
than ever before, via SOFT SELL: 
will order early; will buy about half 
their shoes on a make-up basis, the 
remainder from stock departments. 
“Soft selling is more permanent, more 
profitable and less competitive. Nine- 
teen fifty-nine presents us all with the 
greatest sales opportunity of our life- 
time, when we will do just as much as 
to do. Only 


requirement is that each write his 


we permit ourselves 
own ticket.” 
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Profile.... 


by ESTELLE G. ANDERSON 








SEYMOUR FABRICK 


EYMOUR FABRICK’S record of achievement is a sound one and 

each playback, even in this stereophonic era, reveals a clarity of 

purpose . .. to live by the Golden Rule. The deep, full measure 
of his abilities, warmth, friendliness, charity and philanthropies make good 
music wherever he goes. 

He has a penchant for helping his fellow men. He chairmanned the 
United Jewish Appeal in Los Angeles for the shoe industry ten years ago 
and still heads the drive. The Oscar Reiss Clinic in Los Angeles was one 
of his early favorites. During the early years of this unique children’s 
clinic, he worked diligently until the organization was surrounded by 
backers. Then he went on to new fields . . . the Junior Blind Foundation. 
His efforts and contributions for fund raising literature mean that the 
group, which has long wanted a summer camp site, complete with equip- 
ment, will soon realize its dream. 

On the premise that “It is the sales person who sells our shoes. . 
When he is sold, he sells the buyer and the customer” . . . and that sales- 
manship needs education and training, he has worked hard to make the 
lot of the retail clerk easier. In particular, he helped initiate and put into 
action an educational program which started this fall. It provides for 
schooling salesmen, in a simulated store setting (at the headquarters of the 
West Coast Shoe Travelers Association) . with further apprenticeship 
in actual retail situations. 

Seymour Fabrick learned his lessons early and well. In 1927. when 
he was sixteen years old, he went to work—in the shoe business, in Mil- 
waukee. He was eager to find out all he could about the product. He 
watched and analyzed the procedure until he knew every step of produc- 
tion, from the hide through to the finished product. From 1930 to 1939. 
when he was on the road, traveling for the Brindes Shoe Company, this 
knowledge proved invaluable to him. 

In 1939, he went into business along with two California-found partners. 
Together they started Vogue Shoe Company in Los Angeles, and Fabrick 
has been in the industry. [CONTINUED ON PAGE 76] 
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This tailored, plain toe, three-eyelet 
blucher finds excellent expression in the 
new textured leathers in Sequoia brown. 
Interest focuses on throat where curved 
and straight lines combine in interest- 
ing contrast. The tongue and blucher 
lines are straighter than the lace stay. 
collared topline and fine stitching. which 
are curved. Toe expression is new too. 
but not extreme. The shoe is light 
weight, unlined and flexible. styled for 
spring and summer sales. 


For further information write Boot AND 
SHoe REcoRDER. 


> ae 


New Grained Print 

















Salute to American Design 


Joan Bennett designs... 


® This collection has been designed to meet many 
needs in a woman's wardrobe. The featured shoe with 
a sturdier, heavier T-strap on an | 1/8 stacked leather 
heel, would make an ideal walking shoe. The three- 
eyelet flat has been created especially for the young 
—or not so young—woman who is accustomed to 
wecring flats and will problably wear them all her 
life if she can find a kind that is sophisticated enough. 
The instep strap, curved and draped like the new 
Empire dresses, is a perfect accompaniment to this 
growing fashion. Outstanding, too, is the new kind of 
d'Orsay, not “curvey and sexy" but with fine tailored 
details and straight lines. 






























® Large shoe in center: heavier T-strap on 11/8 stacked leather 
heel. Right, top to bottom: new kind of d'Orsay pump with 
straight lines and fine spectator detailing; ‘sophisticated flat" 
for college girls to any age, not at all a young, young shoe, 
a soft finely detailed tie; new, young flat on a half-inch heel 
lacquered to match the color of the collor, scooped out to 
match the curved lines of the topline. Left, above: instep strap 
on 20/8 heel, its curved, shaped lines echoing the new Empire 
silhouettes; below: open shank strap on 20/8 heel, set back 
but not underslung—a heavier, straighter strap silhouette. 





Salute to American Design 


® Large shoe in center: tapered toe, high-riding buckled stepin 
with spectator medallion and shaped low 13/8 heel. Above 
at left: tailored pump with needle-pointed, walled last, 14/8 
heel carrying out vamp lines; contrasting tip matching tubular 
bow ends; flat heel mule with ghillie lacing, a young flat. Be- 
low, left: sophisticated flat on teardrop heel, the leather bind- 
ing matching the rolled-over tongue. Below, right: dress ghillie, 
with T-strap effect, in luster leather, on high, slim heel. Top, 
right: d'Orsay stepin, fresh treatment of high-riding silhouette. 





Rena Amzalak designs... 


® VARIETY is the spice of this collection where the 
shoes range from very open to completely closed. 
Outstanding in the designs are a flat heel mule with 
ghillie lacing and a high-riding d'Orsay with outside 
opening held in place by two buckled strips. Note- 
worthy, too, are the heels—a flat wedge, a teardrop 
and an underslung stacked leather 13/8 heel on the 
featured spectator. Tapered toes prevail in the col- 
lection with one walled, pointed toe and one squared, 
tapered toe. With a feeling for simplicity throughout, 
style interest lies in silhouette rather than in detailing. 
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Effective 
Modernization 


6G HO is Sylvia? What is she?” To the 
women of Brooklyn, New York, she is a 
jewel of a shoe shop right in the middle 


of a bustling, hustling thoroughfare—Kings Highway 
at Eleventh Street. 

What started as a one room walk-up shoe store in 
1938, has evolved into a beautiful shoe salon that can 
hold its own with any of its contemporaries across 
the river. 

In 1938, Jack Schwartz tired of climbing stairs to 
sell insurance. He decided to take his entire assets 
($800) and go into the shoe business. He converted 
the parlor of his apartment into the selling area and 
proceeded to stock and promote high style footwear. 
Five years later, he moved downstairs into a small 
shop at 1110 Kings Highway and has been there ever 
since. The physical layout has always been small . . . 
store frontage is 16 x 28 and the depth of the store is 
only 55 feet . . . but that was no particular handicap. 

Fifteen years ago, there were old shelves. rolling 

Above: Quality lines of shoes and accessories in ladders and cumbersome fixtures Now, with the third 


small 16x28 ft. front, draw maximum attention. 
Below: Space and decor used to advantage. 
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Transforms Small Store... 


Salon Type Shop on Busy Brooklyn Thoroughfare Draws 90°; Repeat Customers 


modernization, has come a very attractive salon-type 
shop. It is amazing what you can do within a small 
area, if you have the imagination and the courage 
to follow through. 

The Italian marble facade is stark and striking . . . 
dominated by the firm name, SYLVIA’S; and the win- 
dows make up for their lack of space by featuring 
some of the best known shoes and accessories. In- 
terior-wise, from the Bag Bar at the entrance to the 
Italian marble wall in the rear . . . with its 120 gallon 
fish tank, filled with rare, tropical fish . 
White moiré walls, French blue 


. . the decor is 
elegantly attractive. 
ceiling, rose-beige wall-to-wall carpeting . . . all blend 
together into an effective setting. The furniture is all 
custom-made . . . with colors of gold, black, orange . . 

all complementing one another. The mirror wall, un- 
usual lamps and lighting fixtures add up to an ultra- 


modern, smart salon. 
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Jack Schwartz, owner of Sylvia’s, is fortunate. He 
has young folks within his own family to help him 


[CONTINUED ON PAGE 72] 


Above: Jack Schwartz, owner of Sylvia's, dis- 
cusses shoe style and pattern with his son-in-law, 
Emanual Katz, and his son. Arthur Schwartz. 
Below: Rare tropical fish make colorful focal point 
in Italian marble wall. 











PPSSA Style 


Diagonal strap placement; integrated 
ornamentation; high T-strap 

and spectator; mid-high 

heels and flats, Theos 


and ghillies—are 
style highlights. 


UNE in January is more than just a refrain. It 

is a fact . . . geographically, at any rate. Retailers 

in the South must, of necessity, anticipate the 
seasons and specify delivery dates far in advance of 
those that concern their neighbors in the north . 
since their seasons start months earlier. 

The various style committees of the Popular Price 
Shoe Show held their meetings early in August to 
study the ready-to-wear styles and trends for Spring- 
Summer 1959 and how they would affect the shoe 
silhouette. The men’s, women’s, and children’s shoes 
on display during the P.P.S.S.A. Show, November 
30th through December 4th, reflect the concerted and 
considered recommendations for next season’s shoe 





Story=January to June 


styles by Doris Weston, Fashion Director and Helen 
Joseph, Show Director of P.P.S.S.A., as well as the 
members of the five style committees: Women’s Dress, 
Casuals and Flats, Sports and Welts, Men’s, Children’s. 
They have projected their thinking on the basis of 
six months’ promotion of the Spring-Summer cycle 
—starting with January and all the way through 
June, with particular emphasis on the early Easter, 
March 29th. 

In women’s shoes, for instance, there is opportunity 
for extra promotions on color, month to month. Janu- 
ary—could very well start with green, ranging from 
bright to the yellowed greens. February—carrying 
over the green and playing up the Chamois tones. 
March — approaching Easter —the clear sky blues, 
greened blues, medium beige. April—hot pinks. May 
—sunshine colors—yellowey orange, shrimp, peach. 
June—white and white with black. These are merely 
highlight suggestions . . . being certain to indicate 
that the conventional, promotional colors carry through 
as well, 

We have illustrated some of the women’s shoe styles 
that resulted from the committee’s deliberations and 
discussions. They indicate the thinking with regard 
to silhouette: “Pointed toe lasts will continue to gain 
in all shoe categories at the expense of the tapered. 
In dress shoes, needles are fast becoming the most 
important last and more extreme toes, often referred 
to as ‘double needles,’ will show significant gains. The 
narrow squared toe will continue at a promotional 
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Prospects Brighten for 


by WALLACE J. McGRATH 


President, New England Shoe and Leather Association 


HE recent scene in the shoe industry can best 

be described as mixed. Retail shoe business in 

general was not affected as severely as hard 
goods, such as appliances and automobiles. In spite 
of the relative stability of our industry, many retailers 
have been reluctant to maintain inventories except on 
a minimum need basis. This has undoubtedly caused 
lost sales. 

The in-stock departments of the shoe manufacturer 
can only go so far in building up pairs and styles in 
an effort to anticipate the needs of shoe retailers. 

To have the necessary shoes and to keep to a mini- 
mum lost sales, the retailer will have to plan further 
ahead especially in the back-to-school months. This 
will enable the in-stock departments to do a better job 
in filling their orders. Shoe manufacturers with in- 
stock departments have reported a brisk business for 
immediate delivery. At the same time, shoe producers 
catering to the volume trade have encountered spotty 
business conditions. Production for the year should 
end up only slightly below the 598 million pair in 
1957. 

All indications point to a good first half of the year 
for 1959. Shoe output during the first half of next 
year should exceed the 289 million pairs produced in 
the first six months of this year. 


Four good reasons for this optimism are: 


(1) Increasing population 
(2) Low retail inventories which should 
plenished. 

(3) Better general business 
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PPSSA Plans tor 


HE Popular Price Shoe Show of America will 
set several new records as it launches shoe 

business into 1959—a year that may set new 
peaks for shoe production. retail sales and consumer 
spending for footwear. 

The Show will be held in New York November 30 
to December 4, centered in three conveniently located 
exhibit areas: the Hotel New Yorker, the Sheraton- 
McAlpin, and the Trade Show Building. The latter 
area has recently been added to accommodate the 
growing number of exhibitors and visiting buyers to 
this expanding event. The PPSSA is sponsored jointly 
by the New England Shoe and Leather Association 
and the National Association of Shoe Chain Stores. 
with Maxwell Field and Edward Atkins as co-managers 
of the Show. 

The PPSSA will open with an all-time high of 
exhibitors occupying 1200 sample rooms and _ booths. 
The new spring lines will be the most varied and 


extensive ever on display at this Show. 
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Boom Shoe Year 


Major feature of the Show will be the Fashion 
Breakfast, held at 8 A.M. in the Grand Ballroom of 
the Hotel New Yorker. Because of the fund of prac- 
tical, fashion-guidance information presented, this 
affair has now become an early sell-out. 

A panel of national footwear fashion spokesmen in 
the popular-price field will present crystallized fashion 
reports on the leading style themes for spring. 1959. 
These reports, prepared by selected committees repre- 
senting top-level style authorities in their respective 
fields, have won national acclaim in past years fo: 
their authenticity and accuracy as forecasts. The indi- 
vidual reports will cover men’s, women’s and children’s 
shoes—coordinated with reports on apparel trends 
which bear a strong influence on footwear fashions. 

Highlight of the Fashion Breakfast will be the fea- 
tured speaker, Stanley N. Arnold, of Stanley Arnold & 
Mr. Arnold is 


nation’s outstanding talents 


recognized as one of the 
in the fields of sales pro- 


The PPSSA committees 


Associates. 
motion and merchandising. 
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Coming Season..... 


AVING weathered the recession comparatively 
well. the shoe industry can look to 1959 with 
the expectation of a resumption of its growth 
and an opportunity to share in a healthy and dynamic 


economy. 


by WILLIAM M. BLACKIE 


President, National Association of Shoe Chain Stores 
Co-Chairman, Popular Price Shoe Show of America 


Shoe chain stores have the responsibility of serving 
a substantial part of the American people with their 
footwear desires and needs. The growth of population, 
the fully demonstrated wishes of the public to be better 
shod than ever, plus the wherewithal to accomplish it. 
have encouraged shoe chain stores to plan aggressive 
1959. 


It will take more and better shoe stores and depart- 


programs for 


ments to satisfy adequately these demands. The ex- 
pansion plans of shoe chains for 1959 are projected 
to produce more additional sales volume than in 1958. 
While this may not necessarily mean that more new 
stores will be opened in the current year, it will mean 
that the average size of the new stores will be con- 
siderably larger. Not only do the economics of retail 
operating costs demand units producing a larger volume 
of sales, but the nature of the stores themselves is also 
a factor. There will be many more highway stores and 
large stores opened in major shopping centers. There 
will be more departments opened in high volume, fast 
turnover super-markets and discount houses. 

Chains will put greater and greater emphasis on 
fashion and item merchandising. This trend under- 
scores the necessity for multiple price brackets in 
popular price stores to present customers with a con- 
footwear. 


tinuous flow of sales-stimulatine 





selected Mr. Arnold to deliver the featured address 
in the belief that the promotion of sales is the major 


Mr. 


Arnold’s background in outstanding sales promotion 
g g 


objective of shoe manufacturers and _ retailers. 


activities in the super-market field as well as with 


Young & Rubicam, advertising agency. qualifies him 


to deliver a message to the capacity 
attendance at this PPSSA event. 


The Popular Price Shoe Show opens on the eve of 


provocative 


what appears certain to be an exceptionally prosperous 


year ahead for shoe business. Show officials. analyz- 
ing. recent developments and projecting their findings 
into the year ahead, foresee a mounting wave of buy 
ing activity which should bring its full impact during 
the forthcoming market week of the PPSSA. The find- 
ings leading to these conclusions are listed as follows: 


of the 


upsurge in the economy. With the year ahead promis- 


(1) Termination recession and an assured 


ing fuller employment and higher incomes, consumer 


confidence will resolve itself into a substantial rise in 


spending for consumer goods, shoes included. 


(2) The low state of retail inventories, ripe 


for substantial 


now 
retailers in a 


healthily liquid position as a result of the recent busi- 


re-filling. with most 


ness pickup. CONTINUED ON PAGE 82] 


STANLEY N. ARNOLD, President of 
Stanley Arnold & Associates, marketing 
and sales management consultants, will 
be the featured speaker at the PPSSA 
Fashion Breakfast. His subject: methods 
of promoting additional sales. 





SPRING STYLES 





MEN 

OWEN HOWELL 

General Retail Corporation, Chairman—Men’s Style Committee 

The “New Look” in men’s shoes is lighter weight, finer detailed, slimmer, softer, 
more flexible types. 

PATTERNS: A much stronger swing to slip-on types both in closed or 
reverse seams and stitch and turns. Two- and three-eyelet versions of the same 
treatment, particularly in moccasin fronts are still very strong. 

LASTS: The swing is to modernizing the old staple types. Slimmer, sleeker 
looks are the desired line. Square toes with slimmer look have been very well 
received and should continue into this next season. 

LEATHERS: Finer grains with the softer look and feel. Black is still the 
predominant color but browns seem to be on the move and should be more 
important. The “textured look.” smooth and grain combinations are still strong. 

CONSTRUCTION: Take your pick—Silhouwelts, Compo, Littleway . . . they 
will all be important. The main thing is to attain the slicker, lighter-weight, OWEN HOWELL 
softer, more flexible shoe. 

SUMMER CATEGORY: Still important but at a lower volume than in the 
past. Nylon mesh, pre-woven leather, ventilated, all whites, white combinations 
should be good, with the fabrics declining. 





WOMEN e Sports and Welts 

BARNEY LEBOWITZ 

Edison Brothers Stores, Inc., Chairman—W omen’s Sports and Welts Style 
Committee 

The new sport shoe “era” has arrived. It is here to stay; and the future never 
looked brighter for this most important category. 

Look what the new “era” has brought us: 

LIGHTNESS . . . in construction . . . adding up to more flexibility and less 
weight. Lighter weight leathers . . . all unlined. Heels are down lower. Soles 
are lighter in weight and gravity and are being trimmed with closer edges. 

LASTS .. . the tapered and pointed toes in sport shoes are definitely “in” 
and consequently the styles never looked better. The pointed square-toe is begin- 
ning to show signs of importance sectionally. 

Practically the entire style influence is centered around the tie and oxford 
family . . . from one to five eyelets. “Loafers” are still important. 

Leathers are softer and plushier. Fine grains should replace the sueded 
textured leathers that were so important the past few seasons. Punched and perfed BARNEY LEBOWITZ 
leathers should continue in the suburban types. 

Black will continue strong for early spring. Red will stand-out for color. 
Bone appears to be coming back strong for spring and summer . . . while white 
looms as a definite strong summer color. 





WOMEN e« Casuals and Flats 

THOMAS 0O. BURNS 

Sears, Roebuck and Company, Chairman—W omen’s Casuals and Dress Flats 
Committee 

The trend in women’s casuals and dress flats for spring-summer 1959 is 
definitely to the narrower toe; and this will become even stronger as the season 
advances. 

Unadorned pumps, skimmers with intégrated detailing and low shell T’s 
will be the most popular patterns in dress flats. In addition to the now well- 
established T-Straps, new versions of the T, including short T’s and a variety 
of strap treatments including Instep, Diagonal and Cross straps are expected to 

THOMAS O. BURNS strengthen this category. Ghillie effects are promising. 
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Forecast by PPSSA Style Committees 


Patent, smooth and fine-grained leathers will predominate in such colors as black, neutrals, red, green, 





orange, yellow. Plushy suedes will be a color spark for early selling. 

The 9/8 “chemise” heel is a significant new trend and it is anticipated it will be the important shape 
and height next spring. 

In open casuals and flats, the slenderized lasts and 4/8 outside heels are gaining. Some of the more 


popular patterns are expected to be: T-straps, thongs, closed slings. Wrapped insole patterns seem to be 


coming along . . . in preference to the regular California types. 
It is only in the closed casuals that the narrow lasts have no importance. In this category, tapered lasts 
are significant. Gains are predicted for T-straps, ties and single-sole wedges. Little change is anticipated for 


glove and soft tannage leathers. The big increase will be registered in punched or perfed leathers—both 
smooth and napped surfaces. Plushy suedes will get some promotion for early selling. 





WOMEN -« Dress 

JOSEPH J. CRAMER 

Wohl Shoe Company, Chairman—W omen’s Dress Shoe Style Committee 
The trend is definitely toward lighter weight shoes and leathers. Lasts are 
expected to be more pointed than at any time in the past. Needle-needle toes 
loom as the most popular. Closed back patterns will show an increase at the 
expense of open-toe patterns. Pumps are expected to maintain the same impor- 
tance as Jast year. Straps ... T’s as well as a variety of others . . . continue to 
be the most significant pattern. Theo ties are the newest look. 

As to leathers and materials: Patent will still be the most important material 
but is expected to lose some ground in the next spring and summer selling 
season. Smooth leathers will increase, especially in the glace types. calf, kid, 
boarded Jeathers. There is renewed interest in luster leathers. Improved finishes 
and methods of handling are expected to increase their promotion and acceptance. 
Dyeable fabrics will be as good or better than last year. New weaves in nylon 

JOSEPH CRAMER mesh will stimulate interest. Vinyls have become a basic material . . . all over 
or combined with dyeable fabrics. 

The color picture for spring and summer emerges as: Black (especially 
smooth and textures) will still be in first position. However. beiges will show 
an increase. Green is expected to be the most promotional color, ranging from 
yellow greens to bright. Lighter blues will get the preference over Flight Blue. 





CHILDREN 
TIMOTHY P. WELCH 
G. R. Kinney Corporation, Chairman—Children’s Shoe Committee 
For Easter our Young Miss will have a selection in dress shoes that will range 
from the moderately tapered toe to the more pointed toe and will include the 
newer square tapered toe. Black and white. the perennial favorites, will maintain 
their dominant color position, supplemented by red and blue and the new pro- 
motional “Vanilla Ice.” 
The T-strap will be seen in many variations. including abbreviated versions. 
Vamp ornamentation on pumps and swivel straps will feature dressy bows. fancy 
buttons, floral designs, vamp overlays and the usual cut-outs and “white on 
black” trim. 
The lightweight crepe sole Sport Casual family will continue to increase in 
popularity with its two established stars: the “Bubble” and “Gumdrop.” and with 
numerous contenders in the swivel strap, T-strap and the new ghillie and one-two- ie 
eyelet tie versions. TIMOTHY P. WELCH 
For summer footwear, the Miss will be eyeing the Women’s Sandal lines 
in her demand for casuals in T-strap, banded vamp and stripping patterns. 
In Little Boys’ shoes, the Shu-Lok will continue strong. Gray buck will be 
an addition to the popular “Buck” family. Ripple Soles should increase in usage 


on a more extensive scale, 
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The First Few Seconds 




















Personal conversations among salespeople that continue after a customer 
has entered the store are among the most frequent causes of irritation. 


HE first few seconds when the shoe salesman 

greets the customer, can influence the entire 

transaction. First appearances create lasting 
results. The determination of confidence or “hate at 
first sight” can result in either ease or difficulty during 
the subsequent minutes of the sale. 

Not only must the first impression given by the 
salesman be favorable, but the appearance of the store 
as a whole must create an atmosphere of welcome 
that encourages patronage. 

The sale will always progress smoothly if the sales- 
person acts properly from the very beginning. There 
is no excuse for discourtesy. 

The most frequent irritations to customers are: 

A. The salesperson continues to shift stock while 
the customer waits patiently. Salespeople have often 
been heard talking to themselves. muttering, “Why 
did she have to come in now?” “Couldn’t she wait till 
I’m finished with this section?” 

B. It is always wise to acknowledge the presence of 
a customer who has just entered the store, even 
though the salesman may already be waiting on an- 
other customer. The customer wants to feel that the 
salesman is aware of her and will take her in turn. 


The busy salesman has only to nod, smile, or even 


60 


greet the customer with, “Ill be with you shortly.” 
This reassures her and she won't mind if it takes a 
little longer to get to her. At least a certain amount 
of interest has been shown in her presence. 

C. Personal conversations among salespeople con- 
tinue even after a customer enters the store. People 
want to get their business over with as soon as pos- 
sible and resent rudeness when they are out to spend 
money. 

D. Sales help is doing book work or balancing the 
cash register. This can be done after the customer 
leaves the store. 

E. Unnecessary conversations with customers after 
a sale is already made. or when the salesman knows 
that a sale will not be made, usually make the new 
customer impatient. The salesman is just stalling in 
this case and hopes that somebody else will wait on 
the next customer. The customer senses it. It makes 
the sale all the more difficult when the customer is 
actually waited on. Resentment has already been 
built up in the mind of the new customer. 

Therefore, it is extremely important that the cus- 
tomer be made to feel that she is a most welcome guest 
in the store and that it is a pleasure to take care of 
her needs. She should be made to feel that the sales- 
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SALES TRAINING SERIES 





Not only must the first impression given by the salesman be favorable but 


the appearance of the entire store must be one that encourages patronage. 


man has nothing else on his mind but to please her 
and take care of her needs and wants. This places the 
customer in the proper psychological frame of mind 
to make her receptive to the sales pitch of the salesman. 

The proper greeting can be very effective. All sales 
start at the beginning . . . with the greeting. Of course, 
they should vary, to avoid monotony. They should not 
make the customer feel that they are mechanical and 
forced. They should have warmth and demonstrate a 
desire to be of service. After all. the customer is 
doing the retailer a favor by visiting his store. 

Always keep the customer’s mind on the shoes she 
is about to buy. The greeting should not be one that 
might unnecessarily distract her. After all, the only 
reason that the customer came into the store was to 
buy a pair of shoes. It would, therefore, be silly to 
ask her if she would like to see something. If a ques- 
tion is to be asked when greeting a customer . . 
never ask one that will encourage a negative answer. 
such as, “I couldn't help you, could 1?” 

When the store is very busy and it is difficult to 
keep tabs on every customer, it is wise to inquire from 
one who doesn’t seem to be waited on whether she 
is being taken care of. 

The time of day greeting such as. “Good morning” 
or “Good afternoon.” is a very effective and simple 
way to approach a customer. 

The “May I help you?” approach has been dis- 
carded in many department stores because it is apt 
to encourage a negative answer. However. since cus- 
tomers cannot browse through a shoe store as they 
can through a store where merchandise is displaved 
specifically to be handled. this greeting is acceptable. 
But. as with all greetings. some variety should be 
exercised. A salesperson should not get into a rut 
and use the same greeting continually. 

A greeting should be sincere. warm and friendly. 
It really does not matter what is actually said as much 
as how it is said. If the customer feels that she is 
welcome and the salesman is going to do his best to 
see that she is satisfied, that is all that is required. 

The courteous salesman always displays an interes! 
in serving his customers. In that way, he gains the 


confidence of the customer faster and creates respect 
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by SEYMOUR HELFANT 
Manager, Smaller Stores Division, N.R.M.A. 
for himself and his position as a shoe fitter. 

The next step is to determine the requirements of 
the customer. Don’t ask too many questions; they 
will limit you in what you can show the customer. You 
may find yourself in the position where you have asked 
so many questions that you have narrowed the cus- 
tomer’s choice. It is best to get a general idea of what 
the customer may be interested in. This gives the 
salesman an idea of what he can show but if he is 
out of stock in certain styles he can still suggest some- 
thing else and be in the good graces of the customer. 
If you find out what the customer wants generally, it 
is easier to satisfy her needs. 

Many times the salesman finds that the customer 
wants shoes that she cannot wear. In this case, if the 
salesperson honestly feels that the shoes asked for are 
not suitable. it is wise to try them on anyway before 
trying to dissuade her. Never argue with the cus- 
tomer that she can’t wear the shoes. without first try- 
ing them on. It creates ill-will and you can lose the 
confidence of the customer. If you don’t try them on, 
she'll think that you are not trying them because you 
don’t have her size or can’t suit her in some other wav 
and you can lose a sale unnecessarily. After the re- 
guested but incorrect shoes are tried on, suggest that 
she try on something else. that you think is more suit- 
able. If you are right and have convinced the cus- 
tomer, you can make the sale more easily and gain her 
confidence for the future. 

Never ask the customer how much she wants to 
spend at the beginning of a sale. Do not limit your- 
sclf by making it awkward for her to change her 
mind as to her price limit. It also makes the price the 
all-important factor in the sale, rather than the type 
of shoe. fit and value. 

Try to determine what the customer might spend 
and show her different priced footwear in this range. 
Study the price that attracts her and then concentrate 
on shoes in that category. 

The first impression that the customer receives when 
she enters the store can determine the length of time 


it will take her to buy a pair of shoes. 





just a peek 

at some of the 

fabulous new Spring fashions 
you'll find at 

Belgrade's display of 


Iie) Gas 


folate, 


NIINENIAL 


ASUALS 


$7 .95-9.95 Italian inspired flats and sports, 
as well as an entirely new group 
of resort casuals! 


See 'emall at the 
P.P.S.S.A., Green Room, Sheraton-McAlpin 
cr your nearest regional shoe show 


Manufactured by 
= T-i fete -lol-mb~Jalel-m Grom VelolelaaMmiat-tial-) 


Tale O4-Ual-Col- til ale) a dllal-M aloloha’'2-t-1 aml Ondo PP al -laali hola Mm @lahe-lale) 


Boot and Shoe Recorder 











Shoe Merchandising 
Takes Courage Today.. 


ORE courage and ingenuity are required in 

shoe merchandising today, but the business 

offers a greater challenge and more excite- 
ment than ever before in our history. This is the firm 
belief of one of the Denver area’s outstanding shoe 
men, Walter H. Johnson, merchandise manager of 
Fontius Shoe Co., independent shoe firm with stores 
in Downtown Denver, in three suburban shopping 
centers and in Boulder, Colo. 

“What was good enough years ago is no longer good 
enough,” said Mr. Johnson. “Changes are needed. For 
our industry to grow, we must put forth new efforts 
and try new approaches, or be satisfied with the small 
part of the consumer dollar we now are getting.” 

Mr. Johnson, who came to Denver in 1955 from 
Schuster’s, Milwaukee, where he had been assistant 
buyer of shoes, stresses a new concept in merchan- 
dising. The new approach has come about through the 
complexities of multiple stores, shopping centers versus 
downtown, and the need for every shoe retailer to have 
adequate selection of patterns and to have sizes in 
good-selling shoes in sufficient quantities for all units. 

Keeping personnel informed is a “must” in shoe 
retailing today. New fashion trends, new constructions. 
selling aids and the reasons why a certain piece of 
merchandise has been bought are too often neglected. 
said Mr. Johnson. Harry Fontius, Jr., manager, and 
Mr. Johnson, through weekly store visitations and dis- 
cussions with personnel, endeavor to keep everyone 
up-to-date on new developments. 

“All sales are ultimately made on the fitting stool. 
so you can be only as strong as your salesman,”’ said 
Mr. Johnson. “Keeping him supplied with the right 
merchandise at the right time and at the right price 
plus the ‘know how to sell’ information is the only 
way we can continue to grow.” 

At Fontius Shoe Co., Unit Control is one of the most 
important departments. Every transaction on everv 
piece of merchandise in all of the Fontius stores is 
recorded daily. Speed is important so that new items 
can be watched, re-orders placed on time, and slow- 
The strict use 
of the information compiled in this department has 


moving items merchandised quickly. 


resulted in markdown savings that have more than 
offset the cost of its operation. This is supplemented 
with a regular schedule of size-taking on every stock 
number in the company. This is arranged so that 
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WALTER H. JOHNSON 


Right merchandise at the right time and at the 


right price, plus “know how to sell” information 


are musts in the opinion of Walter H. Johnson, 
merchandise manager, Fontius Shoe Co. 


by VIVIAN C. ANDERSON 


every item comes up at least every two weeks and on 
more important items such as “Never Outs,” once a 
week. Buyers in the store move shoes and sizes be- 
tween stores daily, so that the inventory is utilized to 
its fullest extent. The store doing the best job on an 
item gets first choice on sizes. 

Shoe merchandisers should take in stride the shop- 
ping habits of customers which no longer follow the 


The 


ence of suburban living makes itself felt more and 


definite patterns of 15 to 20 years ago. influ- 
more, in Mr. Johnson’s opinion. The “Main Store” no 
longer sets the pattern. Today’s merchandise manager 
or buyer, he feels, must be constantly alert to the 
trends in all units to find the sleepers that might be- 
short runs are not 


come important. Trial shoes in 


restricted to “downtown” only. Many of these are 
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SADIE ...A bit of 
black magic in soft 
suede. For lucky lit- 
tle girls with party- 
going feet. 


MONA .. . Sweet 
and low styling in 
smart grey finish. 
With a single strap 
for dress-up com- 


STRAFFORD 
<=. « STORRS 
and sturdy 
beaver in 
black and 
brown. Lots 
of wear for 
the young 
man about 
town. 
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News e Retail Trade 





Shoe Retailing Seen 
Tapering Off at St. Louis 


RETAIL selling has tapered off 
noticeably for many St. Louis area 
dealers. Suburban family type stores 
in particular are saying that the 
past two weeks have been “sorry 
sights.” 

Department stores have called a 
temporary halt to the flood of Jubilee 
and Anniversary specials which ran 
constantly the past two months. Ad- 
vertising lineage has been cut also, 
except on footwear for the woman 
on her feet. Sales of matron and 
arch types are listed in all stores 
and departments as currently good. 
Weather has been beautifully bright 
and warm and has encouraged shop- 
pers to be out and around. 

In women’s dress shoes, suedes are 
being pushed but are not serious 
contenders to the plain black calf 
throne. Closed pumps with needle 
toes and restrained patterned vamp 
treatments continue as best sellers. 
The 8/8 Louis heels are being 
picked up in volume by grown-up 
looking girls who are only 13 to 15 
years old. A black smooth leather 
T-strap pattern on this heel is found 
to be fairly adult in appearance, 
comfortable to walk in, and satisfac- 
tory from the mother’s point of view. 

More low boot chukkas, mostly in 
black, have been bought by mothers 
than by daughters in the past two 
weeks. Beige and gray follow in im- 
portance. 

High school boys are buying wing 
tip bal brogues in both black and 
cordovan grains. With “hardwood 
play” just weeks away, they are also 
buying super-duty basketball shoes 
with special suction soles. 

Grade school girls locally are se- 
lecting traditional heavyweight sad- 
dle oxfords over the bubble type. 
This age bracket is wearing more 
black moc-toe strollers than it did 
this time last year, dealers say. 
Black loafers, white bulky knit knee 
sox, red jumpers and hula hoops 
seem to be standard attire. 

Men’s business is reported as off 
in the suburbs but more than hold- 
ing its own in downtown men’s shoe 
stores. Pairage figures for several 
dealers for October were up four 
and five per cent over last year’s 
tabulations. A plain toe black ox- 
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ford of light flexible construction 
was listed as good selling pattern. 

Swope’s downtown women’s store 
used a cloud of “angel hair” spun 
glass to point up its window display 
of cloud-soft pumps. Flats, wedges, 
walking types, mid and high heeled 
pumps were all ballyhooed via this 
cloud. A scale weighing in a shoe 
served as focal point. Two ceiling 
drops on illusion wires held addi- 
tional cloud material and footwear 
to promote the five-ounce feature. 

Saks’ Fifth Avenue St. Louis store 
was invited to show its fall and win- 
ter shoes on the afternoon half-hour 
TV show, “Coffee Break.” Home- 
makers viewed the plain and the 
fancy, including jeweled heels, spat 
types with button trim, open back 
T-straps, court buckled pumps of 
bronze kid, and fine petit point 
needle toe pumps. 


New Shopping Center Takes 
Part of Milwaukee Trade 


VOLUME has been spotty in the 
Milwaukee area. Unveiling of the 
new, giant Mayfair shopping center 
on Milwaukee’s far west side— 
along with unseasonably warm 
weather—had its effect on store traf- 
fic in other sectors of town. The 





1637 MAIN 


Exquisite Footwear 


Amalfi 


Miracles of 
Lightness... 
by Rongoni 
of Florence, 


Italy 


black calf | 
briar calf 


22.95 l 


Femous for beow- 

ty, Amelfi shoes are 

created for you in 

Italy, And they ore shoped 

in the most magnificent of 
leathers, s0 flexible thot you con 


fold them in the poim of your hand! 


ond The Gome.. . 


The lure of the imported is the theme of 
this decorative ad by Cabaniss, Colum- 
bia, S. C. An Italian shoe. (2 cols.) 


f The Shoe for YOU ,.. for Fair Week 


center opened with a dozen shops 
carrying footwear, and at least three 
or four more shoe outlets are sched- 
uled to be added. 

It remains to be seen how soon 
these stores will become absorbed 
into the economic blood stream of the 
market area. Shoe buyers all over 
town admitted that some of their 
recent volume decline was attribu- 
table to the exciting impact the May- 
fair opening had on consumers all 
over the territory. 

In addition, the opening of a num- 
ber of aggressive “shoe rack’ out- 
lets here is adding a new competi- 
tive slant to the shoe business. 

Downtown shoe buyers insist that 
their total volume has been holding 
about even with last year, despite 
the stiffening competition. Intensi- 
fied advertising, coordinated store- 
wide promotions and more frequent 
display changes are being utilized. 

T. A. Chapman has been experi- 
encing a fine run of business with 
high heeled, black calf shoes from 
$13.95 and up. Also moving briskly 
at T. A. Chapman’s downtown and 
Capitol Court stores have been silk 
suedes in rust, beaver and green. 
Outstanding items at the Boston 
Store have been high tongue pumps, 
‘no matter what color,” according to 
reports. 

Shell pumps featuring the new 
pointed silhouette on needle styled 
heels in black suede and calf were 
successfully promoted by Packard- 
Rellin. Nylon velvet shoes with ties 
continue to provide a big share of 
the sales activity in the girls’ de- 
partments. 

Swirl loafers have caught on 
firmly in the boys’ lines, along with 
gray and tan desert boots. Dirty 
bucks approaching the status 
of staple items in many of the boys’ 
and young men’s departments. 

Direct mailing pieces and the tack- 
ing mail 
newspaper advertising proved a help- 
ful boosting fall 
totals. One leading local family shoe 
chain reportedly rescued their Octo- 
ber men's department figures via a 
simple mailing piece that moved most 
of their stock of conservative, high 
priced walking shoes. 

[| CONTINUED ON FOLLOWING PAGE 
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Volume Gains Up to 23 Per 
Cent Reported in Denver 


FALL business continued in an 
upswing throughout the mountain 
states, as shoe retailers reported 
gains of from 2 to 23 per cent in all 
classifications. Even men’s’ shoe 
business which usually levels out in 
mid-autumn was still up to par. 
One factor in increased sales in 
downtown Denver was the state 
teachers’ convention. Teachers from 
both slopes of the Rockies take ad- 
vantage of their annual three-day 
visit to stock up on dressy, walking 
and casual shoes. 

“There’s definitely a trend this 
fall to heavier shoes for men,” said 
a leading downtown retailer. “Wing 
tips have come back again; our best 
sales, too, have been in our higher 
priced-lines (up to $29.95). In loaf- 
ers, we see a definite trend to the 
new plain front instead of the penny 
band and have done a big business 
in loafers from $9.95 to $12.95.” 

Another shoe buyer said that the 
new square toe handsewn loafer has 
taken hold in the $13.95 class. 
Bucks, loafers and black shoes are 
leading for younger men and boys, 
with the latter still buying in vol- 
ume dirty bucks and desert boots. 

The trend in teenage girls’ shoe 
business this past month has been 
to boot styles in four or five colors. 
The high bootee type with a brass 
buckle across the front, retailing at 
$12.95, has been a big number in 
several leading downtown and sub- 
urban stores. Extra sales have been 
stacked up in several shops with the 
increasing demand for leotards or 
leotard-type long hose in bright 
blue, black and red. With the ad- 
vent of the skating season, it has 
been hard to keep red and blue leo- 
tards in stock to meet the demands. 

In the women’s shoe picture, a 
trend is snowballing toward open 
shoes. Women, whose wardrobes 
are now filled with tapered toe, 
stiletto heel pumps are buying extra 
pairs in open types—sandals with 
cutout work, shoes with closed 
fronts and open heel, and shoes in 
color. 

“This is our chance to sell more 
shoes, for women are asking for 
newness,” said a downtown shoe 
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merchandiser. “While suedes have 
pepped up, we’ve found that brown 
in any family in polished leathers 
has outsold the suede family com- 
pletely. Greens are not as strong 
as they were in our stores, but 
monotone shades have been tre- 
mendous.” Another buyer said that 
mid-heels have been gaining ground 
in the last month, going into 12/8 
and 14/8 heels. Spool type heels 
have been important’ especially 
among the younger set. 

While some stores have had a few 
special sales, these were attributed 
not to a letdown of economic condi- 
tions, but to inventory reduction. 
One retailer said, “It surely looks 
now that with a little more than one 
month to go and with the holiday 
and slipper business ahead, we'll 
again end the year ahead of 1957. 
And as for next year? I can’t see 
anything but rosy aspects.” 


Chicago Prepares for Santa’s 
Parade, Xmas Shoe Selling 


CHICAGO’s annual Christmas 
epening will take place the Saturday 
after Thanksgiving with the tradi- 
tional Santa Claus parade. This is 
the signal for the big push on Christ- 
mas advertising. As far as shoe 
stores and shoe departments go, the 
switch will be to slippers and party 
and very dressy shoes. 

Chicago consumers have _ been 
aware of shoes since the last week 
of October. Spurred by the National 
Shoe Fair, local retailers presented 
an unusually heavy amount of ad- 
vertising lineage. Major display 
windows were also given over to 
shoes—and all with good results. 
Retail shoe sales were as healthy 
and peppy as the wholesale orders 
being written up at the Fair. 

Outstanding was the Shoe Fair 
Section published by the Chicago 
Daily News on Saturday, the eve of 
the Fair opening. This 14 page 
photogravure section carried edi- 
torial fashion copy on men’s, 
women’s, and children’s shoes. It 
was supported by fourteen shoe 
stores and department stores. In 
addition thirty-four manufacturers 
and two trade papers, including THE 
BooT AND SHOE RECORDER, cooper- 
ated in a full page advertisement 


“Salute to the National Shoe Fair 
on the occasion of its Silver Jubilee.” 

The Monday morning Chicago 
Tribune also carried a heavy amount 
of shoe advertising, as well as a full 
page editorial fashion spread. This 
was printed in five colors and en- 
titled “Blueprint for Smart Foot- 
wear.” The actual colors reproduced 
were cited as “off-beat” fashion ac- 
cents for spring. They were tur- 
quoise, yellow, lilac, green, and red 
and black plaid. 

These extra promotions were 
bound to result in quickened activity 
in sales. After a slow start, retail 
business is good throughout the area. 
Women’s style business is particu- 
larly healthy. Many second purchases 
are now being made. The first buys 
were in calf or suede walking or 
staple types. Now women are buy- 
ing the dressier styles. One interest- 
ing trend is the continued activity 
in the tans and brown tones, in- 
cluded brushed leathers, shags, and 
pig. The silky suedes have also been 
in good demand in the tans, in green, 
and blue. Black, of course dominates, 
and so does the pump. However, com- 
pared to a year ago, the pump is 
losing ground slightly to strap and 
sandals, particularly the T strap 
versions. The new latticed and one 
and two eyelet ties are gaining ac- 
ceptance in salon and high fashion 
departments. 

Patent is gaining rapidly in sales 
and there have been a number of full 
page promotions of this popular win- 
ter leather. December has proved 
a peak month in patent and evidence 
indicates this. 


Pumps Still Best Selling 
Dress Shoe at Boston 


PUMPS of all types continue to 
be the best selling dress shoes in 
Boston’s retail stores. Straps are sec- 
ond in this category. Both are being 
outsold, however, by flats and wedge 
heel casuals. This has beeh true 
since early fall and the demand 
shows no signs of letting up. 

But new colors are appearing, par- 
ticularly in the high style outlets. 

The Bonwit Teller store in the 
more exclusive Back Bay shopping 
section, reports a better than good 
demand for suede leather in bright 
blue and in wine; and for smooth 
calf leather in rose, among other 
colors. All pumps, it was said, carry 
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vamp decoration of one kind or an- 
other; or throat ornaments; or both 
—some matching and some contrast- 
ing. This store is banking heavily 
on an even wider range of colors for 
next spring, perhaps earlier. Skirts, 
it is pointed out, will be shorter and 
this will tend to focus attention on 
shoes—hence color will be of more 
than usual importance. 

Other high style stores use much 
the same reasoning and are planning 
their spring buying accordingly. 

Pumps account for 75 per cent of 
the volume at the Curtis Enna Jet- 
tick store on Tremont Street in the 
downtown section. A “very decided 
pick-up” in business was reported, 
starting about the middle of October 
and continuing. The heaviest de- 
mand has been for polished calf in 
black and red and for suedes in black 
and brown. There have also been 
some calls for navy which had not 
been anticipated. 

Smooth calf pumps also have been 
the best selling types at the high- 
grade Thayer McNeil store on Tem- 
ple Place. Tailored types have been 
a specialty of this store for many 
years. In smooth leathers the best 
selling colors have been black, brown 
and blue. Suede leathers have not 
sold in as large a volume—these 
mostly in black with a few browns. 
One of the best selling patterns has 
been a pump with stitched forepart 
and throat ornament carrying a 
stacked heel and offered in black, tan, 
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navy or red calf. 

Some retailers are a bit worried 
by the wide range of colors and pat- 
terns which seem to be looming 
for spring. Straps are said to be 
favored by many as a change from 
pumps but no one expects the former 
to supplant the latter. Multiply these 
patterns by half a dozen colors— 
maybe more—and then multiply 
again by the number of sizes needed 
to do an adequate fitting job and 
what do you get, they ask. 

It’s obvious, they point out, that 
inventories will have to be high and 
even if financing is no problem, stock 
space may well be. They’re hoping 
for well-filled in-stock departments 
from which to draw, an advantage 
they claim not to have had this fall. 


Black Suede Top Shoe 
For Minneapolis Women 


ACTIVITY in retail shoe sales 
continued at a fairly brisk pace in 
most loop shoe stores in Minneapolis. 
There appeared to be some variance, 
however, on what was selling and 
what was not. 

Black suedes still were the big- 
gest seller in women’s shoes with 
one large specialty store reporting 
that it was completely sold out. 
Brown was the No. 2 color—mostly 
in smooth calfs. It appeared to be 





Calling all Teen-agers to pat their feet... 





in our “6.95 Fashion Alley meet. 





*Sherched above are some of the many flan a 
srailable at the low, low price of 695 


November 15, 1958 


..We feel pretty 
A 2\ 


-~ 


and free 7 up we'll serve 


Smee & KAUFMANN 


The teenage trade is worth cultivating and Sommer & Kaufmann, San Francisco, 
does it in this announcement of a Saturday showing of flats modeled by a local 
teenager. S. & K. has a regularly functioning high school fashion board. (8 cols.) 


about 50-50 on heel heights with 
both the 23/8 heel and the medium 
18/8 heel neck and neck. 

One specialty shoe store said that 
it was selling all types of shoes now. 
There was considerable interest in 
colored shoes, too. The buyer of a 
large specialty store pointed out that 
women are very color-minded this 
fall and his department was selling 
just about every color shoe. Red, 
he said, continued to move well. An- 
other specialty store said that both 
blue and grey had been good colors. 

Black still was the best color in 
casual shoes, followed by tan. As 
for heel heights, flats, little heels 
and Swedish heels all seemed to be 
moving well. 

In children’s shoes, business con- 
tinued to hold up well, although 
there were no noticeable style trends. 
One store operator said that sales 
of overshoes and high boots had been 
good. Tastes were varied, the owner 
of a group of children’s shoe stores 
pointed out, with just about every 
type of children’s shoe moving dur- 
ing October. 

Men’s shoe business was at a 
fairly even level, although buyers 
in two specialty men’s stores said 
that October had been a little below 
average. For this they put the blame 
on the unseasonably warm weather 
and felt that with the advent of 
colder weather, sales would improve 
with shoppers in the mood for heav- 
ier merchandise. 

Black and brown were almost equal 
in demand with the pendulum swing- 
ing a little toward black. But the 
buyer of one men’s specialty store 
pointed out that brown was an espe- 
cially good color in the heavy weight 
brogues, which were moving well. 
That opinion was shared by other 
buyers. 

One large clothing store had an 
unusually successful promotion on 
imported English shoes selling at 
$11.90. All styles, including mud- 
guards, moccasins, continental styles 
and heavy grain leathers, moved well 
during this promotion. 

In casual styles, the loafer con- 
tinued to move well. There also was 
considerable interest in two - eyelet 
square toe models. In the better 
grades of shoes the continental num- 
bers continued to hold their own. 

| CONTINUED ON PAGE 98 
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String 


another ‘material’ innovation by the— 


A vibrant contrast of white string and black straw 
endows these varied-heel-height creations with 
sparkling freshness. Versatile straw-and-string is also 


available in brown and white, and in all-over 


aylor beige, brown or black. 
THOMAS TAYLOR & SONS 
Write ' HUDSON, MASS. 


ye ° 
Om Satdiled ji fermation 
COPR. 1958 THOMAS TAYLOR & SONS 
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Manutacturing News 





Milwaukee 


THE picture at Milwaukee indicates a spotty fall is 
passing into the record books. Volume for most footwear 
producers hit under last year’s figures although basic, 
moderate priced shoes fared much better than the style- 
beamed numbers. Cautious dealer ordering, a hampering 
factor all year long, affected output of fall shoes. 

Manufacturers reported, however, that colder weather 
conditions in October nudged dealer fill-in mail orders. 
indicating that the season may yet close on a reasonable 
note. Makers of children’s shoes said they have been en- 
joying a healthier run of business than they had in 1957. 

Production lines are operating just shy of capacity 
levels, as manufacturers ready their spring merchandise. 
Most firms expect to send their sales representatives out 
on the road with their new offerings well in advance of 
the National Shoe Fair. “You still have to pound on 
doors,” according to one executive, “and from now on we'll 
be pounding harder than ever.” 

Field reports verify that children’s shoe buyers are gen- 
erally ordering as cautiously as in the adult departments. 
The increased output of children’s shoes currently noted 
is attributed primarily to the expanded market for young- 
ster’s footwear. 

Dealers are holding back until they get a close look at 
the new lines being offered for spring selling. 

Despite somewhat grim reports on conditions during the 
first three-quarters of this year—which may yet include the 
last quarter—forecasts for spring are genuinely optimistic. 
A survey reveals most plant spokesmen here anticipate a 
boost in their spring sales of from three to five per cent. 
The bright projection is based on the belief that economic 
conditions are destined to show sharp improvement this 
winter. 

Producers here continue to favor the medium weight. 
rather than the very light men’s dress and sports shoes. A 
solid swing toward dark brown for next spring and sum- 
mer is expected to hit the men’s shoe market, in line with 
the color trend in clothing. Chukka type boots, still rated 
fringe items, are due to gain a stronger place in produc- 
tion schedules. 


St. Louis 


Wirn the National Shoe Fair passed, St. Louis manufac- 
turers are now concentrating on turning the anticipation of 
a good spring into a reality. Most producers here are 
optimistic over prospects. Early road trips and dealer ac- 
ceptance in Chicago have combined to lead manufacturers 
to feel that business may be hard to come by. but it will 
definitely be there to go after. 

Early commitments are reported as light from some 
sources. However. the retail picture was peppy during 
October. especially in the women’s dress category, and 
makers of this type say that their mail order business i: 
good to excellent. Department stores are buying dressy 
patterns for Christmas holiday selling also. producers say. 
in greater volume than at this time last year. 

The price increase factor is now over the hump. In- 
creases have taken the form of re-pricing and re-merchan- 
dising, rather than across the board increases. Interna- 
tional Shoe Company’s proposed wage increases of four 
per cent for the coming year and an additional two and 
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one-half per cent for the year follewing should have the 
effect of stabilizing prices, firm spokesmen report. And 
with prices stabilized, retailers may face their spring buys 
with added confidence. Buyers in general are still watch- 
ing their inventories extremely close. They are placing 
orders, however, for their basic normal requirements with- 
out undue hesitation. 

A step up in volume of work shoes and safety shoes has 
been noted. Employment figures have been going up 
slowly in many parts of the country. This reflects in part 
more new home starts and an over-all check of reces- 
sional factors. However, the new and widespread strikes 
in the automotive industry may pare back any advances 
the building trades have made. 


Los Angeles 


AppaRENTLY willing to try anything, even the power 
of positive thinking, local manufacturers all proclaim 
loudly that business is booming. If so, it’s a mystery 
where all the shoes are going because retailers won’t admit 
to selling them. However, while the boom they claim for 
their factories might only be a mortgage dropping, it is 
certainly true that business is no worse than it was six 
months ago and it may even be better. Cautious estimates 
might indicate that a climb uphill has already started. 

The Spring Shoe Show, due next week, is currently 
occupying most of the manufacturers’ attention. Specula- 
tion about spring styles shows everyone expecting bright 
colors, extensive trim, especially metal trims such as studs 
and buttons, plus lots of bows and fringes. Many are 
expecting footwear to be gussied up as far as it can go. 

Present buying and re-order interest is in much more 
conservative patterns and it would be a big switch if these 
prophesies came true. Materials in greatest demand are 
luster leathers, vinyls, linens in combinations with leathers, 
and leathers by themselves. Fabrics and scuffed leathers 
are the most prominent materials. Fall buying has shown 
little heeled pumps to hold the important position expected 
of them, especially in smooth leathers or peau-de-soie. 
T-straps, particularly when shown in luster calfs, remain 
bread-and-butter items. 

Occasionally a that 
other kinds of footwear besides flatties are being made and 
she’ll buy a pair. Red and black canvas with rubber soles 
are being bought; sometimes black, gray, or beige jags 
get a call. However. flatties are still standard uniform and 
get the majority of the play. 


teen-ager discovers with surprise 


Chicago 


THE National Shoe Fair is off the books, but this is just 
the beginning of one of the busiest times of the year for 
all shoe factories. Excellent response to lines shown by 
retailers indicates good business for spring and into sum- 
mer. In fact. it will be full production from now until the 
end of the vear in order to meet deliveries. 

at the Fair, but, as is 


heavy 


There was some business written 
customary. most of the traffic was “looking.” A 
percentage of dates was made for order writing. So, sales 
men are extremely busy confirming commitments for their 
key accounts. There was good reaction to the new styles 
Most retailers have agreed to get their orders in 

CONTINUED ON PAGE 80} 
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THE 
HAND 

THAT SHAPES 
THE FASHION 


ages A. 

HAND 

OF WELCOME 
TOO 


To all those attending the Popular Price Shoe Show, Sterling extends 
its hospitality. You are invited to see the world’s most modern 
last factory ...to watch our craftsmen at work and see 
our precision machines turn out perfect pairs of lasts, one after another. 
It is an experience that may give you new ideas about 
the entire shoe industry, and it is only fifteen minutes away. 


ger 


MAIN OFFICE AND PLANT: 43-05 TENTH STREET, LONG ISLAND CITY 1, N. Y. 


ST. LOUIS PLANT: 5050 Farlin Avenue, St. Louis 15, Mo. - BRANCH OFFICES: Los Angeles, Calif., Rochester, N. Y., Boston, Mass. 
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“Belmont”... Grey Buck, infants, childs, 
youths, boys. 


MERICAN JUNIORS has the FASTEST IN-STOCK SERVICE 
in the children’s shoe business... “orders received today... SHIPPED TODAY”. 
All our styles, from tots to teens, are IN-STOCK ... and can be replaced 
immediately. Which means more sales and profit dollars for you! 
a ei a an 





See Our Complete Line at POPULAR PRICE SHOE SHOW 
* * HOTEL SHERATON-McALPIN, New York City 
x xooms 506, 508, 510 & 511 





Write us for franchise for your city. 
AMERICAN JUNIORS SHOE COMPANY, INC. 
ONE ISLAND STREET. LAWRENCE, MASS. 


DIVISION CONSOLIDATEO NATIONAL SHOE CORP NEW YORK SALES OFFICE: MARBRIDOGE BUILDING 


*Hippey 1oo** 
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BASS is the fashion-right, 
comfort -minded footwear of such quiet good 
taste, it literally sells itself. Feature nationally- 
advertised Bass Outdoor Footwear in your 
window ... your interior displays. ..in profit- 
able tie-in# newspaper ads and enjoy the in- 
creased sales and profits any dealer understands. 


ys 


any man understands 


fe 
“yp of 


.. "With quiet authority, Bass 
Weejuns * go about your business 
from day to day, comfortable in 
the deepest sense of the word." 


#450 in Toboceo Leaf Brown 
£431 in Block 
Both of subtie groin esther. 


‘a 
Originators of Weejuns* 


G. H. BASS & CO., 41 Main St., Wilton, Maine 


# this advertisement appears in 


ESQUIRE January, 1959 


On newsstand December II, 1958 


SPORTS ILLUSTRATED Dec. 8, 1958 
On newsstand December 5, 1958 


450 -Tobacco Leaf Brown 
451 — Antiqued Black. 
Both of subtle grain French Jack. 


Sales Come 
Easily 
When You’re 
Headquarters 
for 


Originators of Weejuns* 


G.H.BASS &CO., Dept. BS-11, Wilton, Me.,614Marbridge Bldg., N.Y.C.1,N.Y. 
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Effective Modernization 


Transforms Small Store 
[CONTINUED FROM PAGE 53] 

conduct this very successful business. His son, Arthur; 
his daughter, Phyllis Katz and her husband, Emanuel 
Katz—all have their sphere of activity which includes 
buying, merchandising and selling the shoes, handbags 
and accessories. Jean Berse, who is in charge of the Bag 
Bar, and Frank Klein, who has been with the company 
for the past seven years and is manager, complete the 
store’s personnel. 

Sylvia’s has kept pace with the population growth and 
progress of the community. Its clientele consists of neigh- 
borhood people. There isn’t much transient trade. About 
90 per cent of their customers are repeat customers. Even 
those who have moved away from the immediate vicinity 
come back to the store to buy their shoes. They have 
become accustomed to the convenience and ease of shop- 
ping near to home—for the latest in high style footwear: 
Delmanettes, Urbanites, Beleganti, Fern of California .. . 
Italian imports such as Lujans, Sierra Morena. Albertinas; 
as well as Hanes Hosiery, Coblentz and Roger Van S. bags 
and a line of smart accessories. 

Business has been good. They have gone ahead each 
month and Jack Schwartz looks forward to a very good 
spring season. 


PPSSA Style Story— 


January to June 
[CONTINUED FROM PAGE 55] 

level in dress shoes. Closed toe patterns will be bigger 
than ever. In addition to plain pumps, increasing 
acceptance of straps, ties, open shanks, vamp detailing 
and quarter interest will increase in strength. Straps make 
the headlines next spring ... T’s as well as instep straps, 
both high and low, diagonal straps, cross straps and wide 
sabot types. Ties will include ghillie effects, one and two 
eyelets and, on a more promotional note—Theos. 

“Heels—Biggest increases will be in the 18/8 heights 
in dress shoes . . . 7/8 and shaped in dress flats.” 

Capsuled style information from the chairmen of the 
P.P.S.S.A. Style Committees appears in this issue. 

For a long, long time the 8th of November has been set 
aside as a special holiday for shoemakers for a special 
reason: It commemorates the Saints Crispin and Cris- 
pianus, who spent their lives making shoes for the poor. 
Although they died back in 288 A.D., shoemaking guilds 
have respected the 8th down until modern times in England 
and in Wales; and in some sections some shoe guilds here 
still observe it. French shoemen have respected these men 
as well. A plain near Soissons, which is not far from Paris, 
was named in their memory (St. Crepin-en-Chaye). A 
church was also erected in their honor there, all the way 
back in 1142. It was called St. Crispin the Great, and 
people worshipped there up until the time of the first 
World War, when it was demolished by German gunfire. 


An edict was circulated in 1726 in Burlington, New 
Jersey, and requested that Friends be “careful to avoid 
wearing of Stript Shoos, or Red and White Heel’d Shoos, 
or Clogs, or Shoos trimmed with Gawdy Colours.” 


Philosophers of ancient Rome wore a special foot cover- 
ing which indicated their profession. This was called a 
baxea, and consisted of a type of sandal made from palm 
leaves. Such footwear was considered especially appropri- 
ate because it was adopted by the peasantry of Rome as 
well, and consequently indicated that the philospher was 
a humble man. Roman priests wore this kind of footwear 
also, and their reason was the same. 
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so good to look at 
for the reflective independent dealer 


Pert, pretty party shoes are just one bright reflection of the 
CHILD LIFE line. The man who thinks for himself also sees, in 
this picture, a golden business opportunity. A CHILD LIFE fran- 
chise — yours alone in your community — protects your good will 
in depth, and earns a dynamic return for progressive merchan- 
disers. Hundreds of dealers everywhere know this to be true. 


We'd be glad to discuss the matter with you — provided there 
is no CHILD LIFE dealer in your trading area. Please call or write. 


HERBST Shoe Manufacturing Co., Milwaukee 45, Wis. 


New York Office — 557 Marbridge Building, New York 17, N.Y. 








F-L-E-X-| -B-I-L-I-T-Y UNLIMITED! 


— full run 
of sizes. 


Trademark 


MADE ESPECIALLY FOR 
Lighter! 
apres nan MEN’S CEMENTED SHOES... 
More Comfortabie! 

IMPORTANT NEW TREND 





Want a real sales booster? Want to by-pass the ‘‘recession'’? Here’s 
a sole developed for just this purpose: TO HELP YOU CASH IN ON THE 
MOST SIGNIFICANT TREND IN FOOTWEAR TODAY: CEMENTED 
SHOES FOR MEN. Light-as-air, super-flexible, yet tough and durable, the 
SKIMMER is already pre-roughed for easy cementing. lrons graduate 
from 10 to 9 for better wear, better balance, extra comfort, easier production. 
SKimmer And, although rigid control tests reveal such quality features as low 
gravity, high abrasion, etc., SKIMMER costs are surprisingly low! So — 
et i Sant for the softest stepping (and the easiest profits) in footwear — team up the 
ROOM 404 i : aye 
N.Y. Trade Show Bldg. outstanding sales features of the SKIMMER — Lightness, Flexibility, 
Long Wear with the sales clincher — COMFORT — offered 
by the NEW lightweight 
BEEBE SUPER SOFT WOOD CORE HEEL and 
RESILIENT RUBBER HEEL BASE 
A sensational ‘'Profit Package’ — for all dress, casual, golf or lightweight 
safety shoes! Write for details. 














BEEBE SUPER-SOFT WOOD CORE HEEL 


Important NEW ¥2-in. heel adds extra bounce and 
finish to your cemented or welted shoes. Suitable 
for both dress and casual styles. Complete size run. 


RESILIENT RUBBER HEEL BASE 


Absorbs shock — adds substantially to comfort. 


BEEBE RUBBER COMPANY 


NASHUA, New Hampshire 


Makers of the sensational seller: * RIPPLE ® Sole * ™- RIPPLE SOLE CORP. 
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| To help YOU, Mr. Manufacturer 
..and YOU, Mr. Retailer. . 


For full details SEE US 
at 


P.P.S.S.A. — Room 404 
N. Y. Trade Show Building 


Or write, wire or phone 


*TM — RIPPLE SOLE CORP. 


SELL even MORE 





fabulous 
‘59 
NATIONAL 
ADVERTISING 


(A 60% increase over ’58) 


Starting early in '59, RIPPLE® Sole advertising 


will hit the country. 


Nearly 175,000,000 customers will read 
RIPPLE® Sole ads. Millions more will see the 
_ RIPPLE® Sole story on TV, hear it on radio... 


Be prepared to cash in on the terrific demand for 


genuine RIPPLE® Soles. 


A MILLION PAIRS SOLD IN ’57 
3% MILLION PAIRS SOLD IN °38 


6 MILLION PAIRS quota-d for’59! 


Put them in your line. Feature them in your stores. 


BEEBE RUBBER CO. 


Sole U.S. Licensee 


Nashua, New Hampshire 





Profile: Seymour Fabrick 


[CONTINUED FROM PAGE 48] 


Many people remember Seymour 
Fabrick for his “gold rush” of 1947 
. the year he gambled on gold 
sandals as the daytime fad of wo- 
men in every age group and com- 
munity across the country. The 
results proved his intuition to be 
almost infallible, for the distaff 
contingent of the nation certainly 
went back on the gold standard 

. in sandals, at any rate. 

That was the year that marked 
a new cycle in the shoe industry. 
Old timers had predicted that wo- 
men would demand regular shoes 
in place of casuals once post-war 
shoe production caught up with in- 
ventories. Fabrick’s intuition told 
him women would never revert to a 
preference for regular shoes .. . 
that casuals had a new place in the 
industry. He reasoned: Consumers 
were price conscious, due to rising 
costs; and casuals being less ex- 
pensive than regular styles, would 
get the preference. Casual manu- 
facturers had developed more at- 
tractive, dressier styles . the 
day of the clodhopper was gone. 


BIG SPACE 

AND COLOR ADS 
IN LIFE, 
SEVENTEEN, 
MADEMOISELLE, 
DANCE, 
SKATING AND 
SKI MAGAZINES 
WILL PRE-SELL 


TIGHTS 
LEOTARDS 
TRUNKS 


full-fashioned 
for perfect fit— 

knit of HELANCA 
s-t-r-e-t-c-h nylon 






















Customers had become accustomed 
to the comfort in casuals; and the 
“gold” promotion had upgraded 
them in the public’s mind. 

This kind of reasoning has 
widened Seymour Fabrick’s road to 
success to freeway proportions. To- 
day, he operates three plants, doing 
an annual volume of $10,000,000. 
His operation is geared to quick 
maneuverability, since Vogue Shoe 
is based on a policy of fast delivery 
of new styles and those price lines 
that retailers want “when they want 
them.” 

Vogue Shoe has taken on the new 
California flavor in styling too. This 
high fashion accent in lasted pat- 
terns, as evidenced in the Ciranno 
line, complements the western repu- 
tation for casuals of the Don Loper, 
Irene and Marusia genre and cou- 
turier influence. By thus balancing 
his design “stable,” Seymour Fab- 
rick has brought to footwear the 
advantages of California’s varied 
creativity. 

When Fabrick retired as two- 
year president of a Temple in Los 
Angeles (which he helped build), 
the congregation paid him homage 
with a dinner. The program was 


NOW—AT NEW LOW PRICES! 
TWO BIG MARKETS TO SELL! 


Little girls, big girls, all 
girls are living in Danskins, 
the number 1 fashion cos- 


B 
{’ 
tume—and the all-time favor-' 
ite of dancers and skaters. 
= 


LEOTARDS — 


fast fill-ins. 


U. S. Patents No. 2,697,925 No. 2,706,389 No. 2,799,023 , 





DANSKIN, INC. 437 FIFTH AVENUE 
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NEW YORK 16, N. Y. © AMERICA’S FOREMOST STYLISTS AND MAKERS OF TIGHTS, LEOTARDS AND TRUNKS 


Famous for their knitted-in 
flawless fit. Delightfully 
warm and comfortable! 
Wash and dry quickly. 


NEWEST COLORS, PATTERNS, 
STRIPES AND TEXTURED LOOKS! 


FULL FASHIONED TIGHTS — 
for Children from $3.50; 
for Women from $3.95 

SEAMLESS TIGHTS — 
for Women $4.95 


TRUNKS — 
for Children $1.65, 
for Women $1.95 


All prices are retail. In stock 
for immediate delivery and 
Order direct. 
Write for complete informa- 
tion and catalog B. J. 


built around the theme, “That Re- 
minds Me of A Story .. .” and men 
and women came from all over the 
United States to tell the stories 
about Seymour that have earned 
him the love and respect he values 
above business success. 

Seymour Fabrick loves a story! 
At any shoe show, more people in 
the trade come into Vogue Shoe’s 
showroom to hear Fabrick’s latest 
stories than to buy his latest styles. 
His personal warmth is only ex- 
ceeded by his deep-well memory 
and talent as a true raconteur. At 
least once a day, he leans far back 
in his chair, receiver in hand... 
and from Los Angeles to New York, 
Texas, Milwaukee or Kankakee, 
telephone wires vibrate with the 
cadences of his lead-up question: 
“Say, have you heard the one 
about ” Fabrick’s acountant 
once estimated, while clucking over 
a long distance phone bill, that a 
good story costs Seymour just a bit 
over a hundred dollars. If the over- 
head is high, even the accountant 
has to admit, so is the esteem Sey- 
mour enjoys with his thousands of 
friends in the industry. End 









for Children from $3.50, 
for Women $4.50 
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*TM — RIPPLE SOLE CORP. NGSNUG, NCW Friampsnire 


The “Sellingest” Line for ’59! 


1959 canvas and casuals for the whole family . . . with customer appeal 
in every pair ... at prices that spell out added volume. Selections that 


reflect fifty years of Converse experience in producing 
style-and-quality footwear. 





CONVERSE AT THE SHOW 
HOTEL NEW YORKER 


PPSSA 


ROOM 1429 


CONVERSE RUBBER COMPANY MALDEN 48, MASSACHUSETTS 
Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. « 100 Freeway Boulevard, South San Francisco + 241 Church Street, New York 13, N. Y. 
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In New York 
“The 
SHERATON-MCALPIN 


Koome 
416-418-420-422 
































WHISPER STEPS - LUCERNES - GAY BOUQUETS 








CREW IS HEADING YOUR WAY ! 


Here they come — with the big fashion news, the big 
profit news, of the season! The new Viner line is 

a BIG line, with BIG potential and BIG promotion! 
Here’s a complete line, including high fashion flats, 
basic moc-casuals, even children’s and boys. .. all 
IN-STOCK for fast delivery. Hop on board — your trip 
with Viner will be a profitable one! 


FRINGE 








1. Dick Hasey 9. Abe Scolnick 
2. Al Wilmot 10. Arthur Pett 

3. Ben Barnett 11. Ed Sherman 

4. Had Albright 12. Ira Mack 

5. R.R. Forgette 13. C. E. Carpenter 


6. Tom Hartigan 14. Leo LeRoy 
7. Bill Wood 15. Fred Moncur 


8. Don Ferritor 16. Hymie Gotlieb 
17. Ray Dumont 


SEVILLE 





VINER BROS., INC. BANGOR, MAINE 
Shoe Craftsmen Since 1905 
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THOROGOOD 
SPECIAL SERVICE SHOE 
BY WEINBRENNER 


@ Especially made for 

policemen 

firemen 
moailmen 
expressmen, etc 
With Vul-Cork 
oil resisting 
Neoprene so 











...80 light, so flexible, so resilient, 
you can roll them up... 
right in the palm of your hand. 


VUL-CORK SOLE DIVISION 
CAMBRIDGE RUBBER CO. 
TANEYTOWN, MARYLAND 





Manufacturing 


| CONTINUED FROM PAGE 69] 
early. Most of them have low stocks that need replen- 
ishing. 

Also. they want to avoid delayed deliveries—a severe 
problem this past fall. These orders are running at least 
normal, and most of them well ahead of a year ago. The 
situation then was pessimistic and at the best uncertain. 
However, throughout this area there is optimism and ex- 
treme confidence in the coming spring season. 

In 1957, there was a general tendency to downgrade. 
even among the higher price retail levels. This interest 
has waned and there is some strengthening in the whole 
range from $10.95 to $16.95 for both men’s and women’s 
lines. There is definitely, however, a demand for promo- 
tional type merchandise; shoes that can be presented at 
an interesting “one shot price deal.” They need not be 
low price shoes, but attractive styles that can be presented 
in volume at an attractive figure. 


New York State 


THE general improvement registered in employment, pay- 
rolls and business throughout the country is helping up- 
state New York shoe manufacturers, according to spokes- 
men who are optimistic on the outlook for shoe sales if 
not profits. 

Most of them are more confident of sales which are pro- 
portionately higher than profits due to persistent infla- 
tionary factors. Price increases appear certain in many 
spring lines. There is some speculation about retailers’ 
reaction to price boosts. Most manufacturers and retailers 
seem to feel little can be done about it. 

Production of new lines is well underway after some 
hesitancy between seasons. During the interim period a 
maker of women’s footwear closed for two weeks. Rochester 
businessmen heard the head of one of the largest national 
advertising agencies predict that 1959 will be the best vear 
yet, with a strong rise leveling off after the early months 

Shoe manufacturers are reluctant to predict that the 
average shoe store will increase sales greatly in the near 
future. They point out that while total shoe production 
and sales undoubtedly will score fair gains, the greater 
number of stores and the changing pattern of merchandis- 
ing mean that sales increases will be spread rather thin. 
on the average. 

According to this thinking, it rests with the progressive 
independent shoe retailer to merchandise aggressively in 
order to get more than his share of added business. 

This fall numerous upstate manufacturers and retailers 
have become more politically conscious than in past years 
and have tried to make known their opposition to rapidly 
increasing taxes and other restrictions on business. 


New Patent Leather Development 


Li XURY Patent, a new crack resistant patent leather. has 
been developed by Colonial Tanning Co., Inc., Boston, in 
collaboration with UBS Chemical Corporation. Cambridge. 
Mass. The new patent leather uses a recently developed 
finish made by UBS which greatly increases the resistance 
of its surface to cracking during the manufacturing opera- 
tion and wear of the shoe. 

Luxury Patent has been flex tested 18.000 times without 
cracking. Samples of conventionally made patent tested 
at the same time and under the same conditions cracked 
after having been flexed 350 to 400 times. 

“Charolite” is UBS’ name for a urethane product which 
actually bonds itself to the leather. It produces a tighter, 
tougher finish than that of conventionally made patents. 

[CONTINUED ON PAGE 84] 
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Actual photo made at Portland, Ore. store during Pre-Test of our “Draw-Your-Parent” contest. Sales broke records. 


They loved it at Chicago! Little Yankees 
Nationwide “Draw Your Parent” Contest 


$5,200.00 IN NATIONAL PRIZES OF SAVINGS BONDS! 


Local Prizes at each store. Two age groups, 4 to 8, 9 to 12 


“Just what I’ve been looking for,” retailers said 
as they signed up in record numbers at the Chicago 
show for this unique promotion and for the excit- 
ing shoes that this contest will help them sell! 


You'll echo their enthusiasm when you hear about 
the traffic and sales figures run up by stores which 
pre-tested this big idea. Yankee gives you every- 
thing to make this promotion a smash hit. And — 


Wait till you see the style developments in 
Yankees’ four new Spring lines. Yes, four fast- 
moving lines for boys, girls, teens and collegians 
—all age groups from crib through college. Little 
Yankees, Yankee Preps, Debuteens and sparkling 
new Vims, designed for the young woman with 
fashion on her mind. See them, get set to sell them! 
The Yankee Shoemakers Division, Sam Smith Shoe 
Corp., Newmarket, N. H. 


Little Yankee Shoe 


fit for the child you love 


During PPSSA, visit our New York showroom, Room 447 at 47 West 34 St. 


November |5, 1958 





Prospects Brighten 
for Coming Season 
[CONTINUED FROM PAGE 56] 

(4) Attractive styles and excel- 
lent values to the consumer. 

The Popular Price Shoe Show of 
America, jointly sponsored by the 
National Association of Shoe Chain 
Stores and the New England Shoe 
and Leather Association, is timed for 
spring buying. Easter 1959 is un- 
usually early—March 29. It is ob- 
vious that spring orders will have 
to be placed early to be on the re- 
tailers’ shelves to take full advantage 
of Easter business. 

More than 6,000 retailers and buy- 
ers attend each PPSSA. Included in 
the many services are: Fashion fore- 
casts, a breakfast fashion program, 
a directory of volume shoe buyers 
and a listing in the official directory 
of major resources for all types of 
footwear. 


PPSSA Plans for 
Boom Shoe Year 


[CONTINUED FROM PAGE 57] 
(3) Retailer confidence in the 
year ahead. 


Blue, 


brown, 


(4) An early Easter (March 29 
—earliest since 1951), which makes 
it virtually impossible to delay 
further in spending of planned 
budgets. 

(5) The close-to-season dates of 
the PPSSA bear particular signifi- 
cance for retailers—for spring 
styles and trends have now jelled. 
Buyers can thus make their selec- 
tions with absolute minimum of 
risk involved. 

(6) Open-to-buy budgets are re- 
ported to be larger this year than 
ever before. This indicates that the 
PPSSA, with its close-to-season 
dates, will be the scene of substan- 
tial ordering with these open-to- 
buy budgets. 

(7) Reports also reveal a strong 
rise in retailer interest in “hot 
item” shoes, many of which will be 
introduced at the Show. A brisk 
business is expected in these spe- 
cialized items alone. 

These and other factors make it 
virtually certain that the forthcom- 
ing Popular Price Show will play 
host to the heaviest buyer traffic 
ever. A PPSSA survey reveals that 
some 55 per cent of all “non-vol- 
ume” retailers attend the PPSSA 


maple, red, 


black. Sizes 4 to 10, 
AAAA to D. 


Retail about 


9.95 


IN STOCK 


Red, brown, bive, block, 
white. Sizes 4 to 10, 
AAAA to D. 

Retail about 

10.95 


British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N. Y. 


exclusively. This percentage con- 
tinues to grow each year, and to 
these numbers are added practi- 
cally every volume shoe-buying or- 
ganization in the country. 

Several significant “movements” 
in shoe business today are converg- 
ing to focus intensifying attention 
on PPSSA, and to give this Show a 
distinctive national character of its 
own. Show officials, analyzing these 
influential trends, cite them: 

(1) The growing flexibility of 
consumer shoe price ranges. This 
means that “popular-price” has 
taken on almost unlimited elasticity 
in shoe business. This disappear- 
ance of the one-price shoe store de- 
notes a parallel disappearance of 
the one-price shoe customer. To- 
day’s consumer is increasingly buy- 
ing shoes “outside” his presumed 
price range—that is, trading up. 
He or she is at the same time fre- 
quently buying below his presumed 
price range. All hinges on the ap- 
peal of the product itself—and with 
price a less restricting force than 
ever. This requires a new scope to 
“popular price.” 

(2) “High fashion,” once synony- 

[CONTINUED ON PAGE 94] 





FIDELITY 





IN STOCK ®& 
Write for catalog 





WILBUR COON 





SHOES 


P.P.S.S.A. Room 929 Marbridge Building 


BATAVIA, N.Y. 
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THE TINGLEY 
HI-TOP RUBBER 


STORY... 


NO BUCKLES OR ZIPPERS TO FOOL WITH! 


NEW TINGLEY PULL-ON BOOTS 


One Button, (but Four Buckle height) . . . 
featherlight, tough and long wearing. Just 
what farmers need for those rainy, muddy, 
even snowy days ahead. There’s enough 
hard work on the farm without lugging 
old fashion heavyweight boots around. 
Tingley Boots s-t-r-e-t-c-h- easily over any 
shoe you own for a really snug fit! Smooth 
rubber surface — both inside and out — 
washes instantly clean! And Tingley Boots’ 
unique self-breathing “bellows” action 
assures air circulation with every step. 
Your feet stay dry and comfortable all 
day long. 


“Like the weight. Easy to clean after 
working in them all day,” says George 
W. Gorney, Bellwood, Illinois. 


TINGLEY HI-TOP WORK RUBBERS 
Do you own a pair of the popular Tingley 
Hi-Tops? Two Buckle height but no buckles 
are needed. Hi-Tops take the place of 
heavy, lined arctics, stand up under hard 
usage and .. .”’Take a load off your feet”. 
Boots, in rubber-$5.49, Neoprene -$8.95. 
Hi-Tops, in rubber-$3.60, Neoprene-$5.50. 
If you don’t find Tingleys where you buy 
your shoes, write for catalog and nearest 
dealer's name. 


RUBBER CORPORATION 
TN AM 


Rahway New Jersey * Established 1896 


We'll see you at the Popular 


Price Shoe Show . . . ROOM 445 


TOLD TO FARM PEOPLE 
IN NINETEEN STATES 


made new profits for thou- 
sands of Tingley customers. 


N OW TINGLEY'S EN- 


TIRELY NEW PULL-ON BOOTS 


will become an even bigger 
item. No zippers, no clamps, 
no fabric lining to snag—just 
one button and strap—molded 
as an integral part of the boot. 
Featherlight, easily cleaned in- 
side and out. The answer to 
snowy, muddy, rainy days in 
town or country. Thoroughly 
tested and proved by mer- 
chants and wearers in 10 
states. 


DISPLAY these NEW BOOTS. 


Cash in on the current adver- 
tising in: 

The Farmer 

Michigan Farmer 
Nebraska Farmer 

New England Homestead 
Ohio Farmer 
Pennsylvania Farmer 
Prairie Farmer 

Rural New Yorker 
Wallace's Farmer 
Wisconsin Agriculturist 


DON'T BE CAUGHT SHORT! 


TRADE SHOW B'LD’G. 
IN NEW YORK... 
NOV. 30-DEC. 3 


THERE'S A TINGLEY DIS- 
TRIBUTOR NEAR YOU. IF 
YOU DON'T KNOW HIM, 
WRITE: 


TINGLEY RUBBER CORPORATION 
903 Ross Street, Rahway, New Jersey 


NAME 


ADDRESS 


CITY ZONE... STATE 
Rubber Footwear for Children @ Adults ¢ Mechanics © Farmers 
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SOLD ONLY IN THE FINEST STORES. 





FOR THE 
CARRIAGE 
TRADE 





FOR 

RAMBLING, /* 
ROMPING, % 
FIRSTSTEPS\, 


Goodyear stitched leather sole! 


For complete coverage, Buntees meets your every 
need . . . from carriage thru walker stages with 
lightweight, flexible, all-leather baby shoes. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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New Patent Leather Development 
I 


| CONTINUED FROM PAGE 80] 


The new film coating has more elasticity, too, a factor 
which contributes to its crack resistant quality. 

Cold checking problems are said to be eliminated in 
the new patent. Luxury patent has been exposed to 15 
degrees below zero temperatures with no evidence of crack- 
ing. Brilliance of the new patent actually improves after 
the shoe has been lasted and troublesome surface repairs 
which have caused such a serious problem in the finishing 
room have been virtually eliminated. 





Two shoes, one finished with the new patent and the 

other with the conventional, showing how Luxury Patent 

resists cracking in use. It also has the advantage of being 
cleanable with ordinary soap and water. 


For the consumer, Luxury Patent outwears conventional 
patent up to twenty-five times, in addition to its superior 
crack resistant qualities. It also offers the practical advan- 
tage of being more simply cleaned because it can be 
washed quickly and easily with ordinary soap and water. 





The hide is slid on a conveyor through a spray booth, 
where the “Charolite" is automatically sprayed on the 
skin by a rotary sprayer triggered by electric eyes. 


Luxury Patent is produced in a recently constructed 
ultra-modern automated plant. In the old process, a lin- 
seed oil varnish was boiled in open kettles, then put into 
vats in a shed for aging. With the new finish, however, 
several pieces of automatic mixing equipment are used to 
mix the material. The old method of processing the tanned 
leather was to brush on the coating material. With the 
urethane coating process, the hide, after being stretched 
and toggled to a frame, is slid on a conveyor through a 
spray booth. where the “Charolite” is automatically 
sprayed on the skin by a four-nozzle rotary sprayer trig- 
gered by electric eyes. The material is then treated in 
moderate temperature ovens. It is estimated that Luxury 
Patent can be completely processed in one day as com- 
pared to a considerably longer period for conventional 
patent. 


Boot and Shoe Recorder 











4523" 


yh * 


bt My ’ ‘. a 
*.. a afar 4 ‘ 


ae 
ae a 
Ske 


Bo Tatch, PEEK*A*BOOT Sales Manager, Pe tS 
was not at all earth-bound in his search for ee. 
product development. He’s had our designers 
‘in orbit’’ for many months now and it 
won't be long before they'll ‘‘blast off’’ with 
new lines for the entire family that make 
PEEK+A:BOOT an even better buy for you 
...and your customers! 


PEEK*AeBOOTLINC. 


1600 So. Flower Street, Los Angeles 15, Calif. 


WAREHOUSES: 136 TICHENOR STREET, NEWARK, N. J. © 2400 SOUTH ASHLAND AVENUE, CHICAGO, ILLINOIS 
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TO RETAIL 
\ AT $500 
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@ In black, navy or brown; 
two-eyelet tie or slip-on 

® Machine washable, fully vulcanized 
@ Lightweight sole, tapered toe last 
@ Steel shank 

@ Nylon/rayon uppers, boucle 
vamp insets, welt effect stitching 

@ Retail price: $5.00 

with good mark-up. 


PPSSA — HOTEL NEW 
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: the fabric casual 
that goes anywhere 
...any time! 


Lomas 
Teed Lite 














Here’s the casual made to sell to a 
whole new market . . . casuals that go 
anywhere . . . including the office! Lomas 
by Tred-Lite open a whole new market 
for you... with quality styling, quality 
looks, profitable selling! 


Write today for the name of your nearest distributor. 


Cambridge Rubber Company 
748 Main Street, Cambridge 39, Mass. 


YORKER — ROOMS 629, 630 
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BOTTOM-—Thread of natural fiber 


Dewey and Almy test proves a 








TOP—Viny! Welt, thread of “Dacron” 


Vinyl welt work shoes stitched with threads of 
“DACRON” stand rough wear conditions best 


The Dewey and Almy Chemical Division of W. R. 
Grace & Co. recently selected a group of policemen, 
farmers and chemical workers to test the over-all 
effectiveness, in various combinations, of shoe-thread 
stitching and welting. The shoes pictured above are 
typical of those worn during the test. 

The shoe at left contains ordinary thread and welt- 
ing, while the one at right is made with Dewey and 


Almy’s vinyl welting, and stitched with threads of 


Du Pont “Dacron’’* polyester fiber. Results, as shown 
here, conclusively proved the combination of vinyl 
welting and thread of “Dacron” was far superior in 
terms of long wear, ruggedness and resistance to 
acids and chemicals. 


Threads of “Dacron” provide shoes with an extra 
measure of seam durability. That’s why it pays to 
make sure that your line of work shoes is stitched 
with stronger threads of Du Pont “Dacron”’. 


FREE BOOKLET answers the question, “How Important 
Is Thread in the Shoes you Sell?” Points out the need for high 
seam strength in shoes, Your salespeople will find this is a 
definite selling asset. For your free copies, write: E. I. du Pont 
de Nemours & Co. (Inc.), 5518-N Nemours Bldg., Wilmington 
98, Delaware. 

*“ Dacron” is Du Pont’s re 


gistered trademark for its polyester 


S. PAT OF 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


SEWING THREAD OF DU PONT FIBERS gives shoes neater, stronger seams... 


reduces returns...lasts longer.. 


November 15, 1958 


.aives added sales advantages 


87 





THE AMERICAN INDIAN MOCCASIN 
GOES CONTINENTAL! 


BRINGING THE SMART ITALIAN ACCENT OF COSTLY SHOES TO THE $5—S8 FIELD fam 


Drop in and get your juicy 
Maine Red Mcintosh Apple 


at P.P.S.S.A. 
HOTEL NEW YORKER 
Rooms 923-924 


MEDWED FOOTWEAR CO. - Factories: Skowhegan, Maine and Madison, Maine + Boston Office: 210 Lincoln Street 
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QUALITY... Quality has always been the buyword in all BECKWITH products. The smart 
shoe manufacturer knows that quality is his only smart buy in box toes. 
UNIFORMITY... Uniformity in all types of box toes is a vital essential on the shoe produc- 
tion line. Beckwith-Arden turns them out by the millions, precision made and as uniform as 
peas in a pod. 

STYLE ...Smart shoe styling is the major sales appeal all the way from the desigher’s drawing 
board right to the consumer. Beckwith-Arden box toes not only conform to the most delicate lines 
of the last but faithfully retain the style and beauty throughout the life of the shoe. 
SERVICE ...Service at Beckwith-Arden means cooperative follow-through after their 
products have reached the shoe factory. Expert advice and technical assistance are always 
readily available to assure the shoe manufacturer top efficiency in his box toe operation. 


Precbaie daalen= 


203 Arlington Street - Watertown, Massachusetts 
SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee © Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canada 


Victory Plastics Co., Hudson, Mass. * Safety Box Toe Company, Boston, Mass. * AGENTS: Wright-Guhman Co., St. Louis, Missouri 
Dellinger Sales Co., Reading, Po. * The Geo. A. Springmeier Co., Cincinnati, Ohio * Factory Supplies, Inc., Milwaukee, Wis. 
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Distinctively 


KANGAROO 


De Capeuno 


BY BRIDGEWATER 


Soft, supple Kangaroo is the perfect leather 
for these handsome, new casuals by 
Bridgewater. Kangaroo is the leather to 
use when lightness, comfort and durability 
are important factors in the styling of a 
shoe. 
See these smart new patterns at P.P.S.S.A., 
ROOMS 640-641, HOTEL NEW YORKER, 
or write to 
Bridgewater Workers’ Cooperative Association 
Bridgewater, Massachusetts 


William Amer Co. 
KANGAROO CUWICLh- Surpass Leather Co. 


Ziegel, Eisman & Co. 
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Now, the important “brushed” look in richly textured, satin nap suede by Amalco 

. with color locked in to repeat or complement vivid brights, near blacks, and 
new, pale off-beat fashion tones. Ruffini fingerprint suede — positive statement 
of texture and color used alone... perfect fashion foil for Amalco Hi-Fi kid and 
Softee trims, silk or satin touches. All ways the right suede for the new silhouette... 


always with the delicate air you count on in weightless shoes of Amalco fashion leathers. 





Write for swatches to 
New York Fashion Office 
71 West 35th Street 

New York 1, New York 


AMALGAMATED LEATHER 
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COMPANIES INC... WILMINGTON 99, DELAWARE 
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PPSSA Plans for 
Boom Shoe Year 
[CONTINUED FROM PAGE 82] 

mous with high-price, is today a 
major symbol of popular-price mer- 
chandise, particularly in shoes and 
apparel. Note recently the almost 
immediate adaptations of Paris ap- 
parel showings into “popular-price” 
in New York. High fashion has to- 
day become a mass-consumption 
product. 

(3) The vast changes in the types 
and locations of retail shoe outlets 
today—the shopping centers, the 
roadside stores, the discount 
houses, the self-service stores, etc. 
These are volume operations, all 
falling within the sphere of “popu- 
lar-price.” These are bearing tre- 
mendous influence on where and 
how shoes are sold. 

(4) The revolutionary changes in 
types and styles of shoes consum- 
ers are demanding and buying—in 
keeping with changing patterns of 
living and changing consumer shoe- 
buying habits. For example, the 
fastest rising growth in women’s 
shoes has been in playshoes, san- 
dals and casuals—so-called “popu- 
lar-price” types. In the men’s field, 
the casual is seen as the big growth 


hope to build per capita consump- 
tion—and here again we have a 


“popular-price” category. In the 
juvenile field we see the rise in 
such “popular-price” shoes as vul- 
canized footwear, “fashion” items, 
casuals and playshoes. Conclusive 
evidence of this pronounced trend 
toward popular-price footwear is 
seen in the significant decline in 
average factory value per pair— 
$3.51 today as compared with $3.72 
in 1947, despite the rise in all costs. 
The reason: far greater production 
and sale, based on consumer de- 
mand, of types of footwear falling 
into “popular-price.” 

Summing up all these influential 
forces, the PPSSA has found rea- 
son to anticipate the most success- 
ful shew on its record. PPSSA fore- 
sees 1959 bringing a new peak shoe 
production surpassing 600 million 
pairs, and consumer pairage pur- 
chases in the vicinity of 610 mil- 
lion. PPSSA foresees a new retail 
footwear dollar volume surpassing 
$4 billions, with leather shoes ac- 
counting for some $3.7 billions, and 
rubber footwear exceeding $300 
millions. 
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Though shoe business is moving 
into what will be its most prosper- 
ous year, retailers will also find it 
their most competitive year on rec- 
ord. Alert retailers, particularly in 
the volume field, have aggressively 
geared to “shoot the works” to cash 
in on this opportunity. While much 
of this will resolve into hard-hit- 
ting selling and merchandising, 
great emphasis will be placed on 
the selection of “right” shoes so 
vital to sales success. In this re- 
spect, the Popular Price Shoe Show 
will play an influential role with its 
unprecedented array of crystallized 
fashions and lines which will give 
buyers fullest assurance of a low- 
risk, high-return year in 1959. 

The PPSSA is operated by show 
committees of the two sponsoring 
Associations. Chairman for the Na- 
tional Association of Shoe Chain 
Stores is its president, William M. 
Blackie of General Shoe Corpora- 
tion. Wallace J. McGrath of John 
E. Lucey Co. Inc., President of the 
New England Shoe and Leather As- 
sociation, heads the show commit- 
tee of that Association. Other mem- 
bers of the show committee are: 


Retailers 

Simon Edison, 
Stores, Inc. 

Lester R. Fallon, Thom McAn 
Shoe Co. 

Morton R. Izen, Sears, Roebuck 
and Co. 

LsM. Kay, 
Company 

C. Charles Marran, Spencer Shoe 
Corp. 

Alfred L. Morse, 
Stores 

Jack M. Schiff, Shoe Corp. of 
America 

Milton Simon, I. Simon Company, 
Inc. 

George L. Smith, H. R. Kinney 
Corp. 
Manufacturers 

Harry A. Bass, Kleven Shoe Sales 
Co., Ine. 

A. W. Berkowitz, Songo Shoe Mfg. 
Corp. 

George A. Dempsey, Frank Noone 
Shoe Co., Inc. 

Saul L. Katz, Hubbard Shoe Co.. 
Inc. 

Joseph S. Porter, Porter Shoe Co., 
Inc. 

Myer Saxe, Kesslen Shoe Com- 
pany 

James Shapiro, Ware Shoe Cor- 


Edison Bros. 


The Berland Shoe 


Morse Shoe 


poration 

Sidney Spiegel, Bruce Shoe Co., 
Inc. 

G. Elliot Stickney, Inc., Holmes, 
Stickney, Inc. 

PPSSA fashion programs are 
planned and approved by special 
industry committees that are 
headed by Alfred L. Morse of 
Morse Shoe Stores, and Myer Saxe 
of Kesslen Shoe Company. Mem- 
bers of the fashion executive com- 
mittee are: 
Retailers 

Simon Edison, 
Stores, Inc. 

Lester Fallon, Thom McAn Shoe 
Co. 

Morton R. Izen, Sears, Roebuck 
and Co. 

I. M. Kay, The Berland Shoe Com- 
pany 

C. Charles Marran, Spencer Shoe 
Corp. 

Milton Simon, I. Simon Co., Inc. 
Manufacturers 

Harry A. Bass, Kleven Shoe Sales 
Co., Ine. 

Saul L. Katz, Hubbard Shoe Co., 
Inc. 

Paul Kleven, Klev-Bro Shoe Co. 

James Shapiro, Ware Shoe Corp. 

Sidney Spiegel, Bruce Shoe Co., 
Inc. 

G. Elliot Stickney, Holmes, Stick- 
ney, Inc. 

PPSSA has five shoe style com- 
mittees consisting of leading style 
authorities from the manufactur- 
ing and retail branches of the in- 
dustry. The membership fo!lows: 


Edison Bros. 


Women’s Dress Shoes 


Joseph J. Cramer, Wohl Shoe Co., 
Chairman 


Retailers 

William Adoff, Butler’s, Inc. 

Howard Baer, Endicott Johnson 
Corp. 

Daniel D. Druth, Maling Bros., 
Inc. 

Morris A. Gran, Sears, Roebuck 
and Co. 

Jerome Lavin, Wise Shoe Stores, 
Ine. 

Norman 
Stores Corp. 

Milton Radlo, The Berland Shoe 
Co. 

Charles Sachs, 
Inc. 

Nathan C. Schieber, Edison Bros. 
Stores 


Nelson, John Irving 


Shoes, 


National 


[CONTINUED ON PAGE 97] 
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Adda 


Touch o’ Glamour 


Trademark 


NEW TEXTURED SPLIT 
by BREZNER 





Pamper their feet . . . and their pocketbooks, too, 


THE SHOE OF TOMORROW .. . TODAY 


with glamorous new *‘Pampa’’. Whisper-soft in 
This design is available to shoe 


monvfacturers. Write for your texture and tone, “Pampa” ranks HIGH 
free sketch TODAY ! 


among lovely leathers in looks, feel, workability 
and wear. But ‘Pampa’ is a Split. 
Therefore, ‘‘Pampa"’ costs to you are LOW... 


VERY LOW by comparison! 


It will pay you to investigate. 
Send for swatches or see our representative ... TODAY! 


Wide, wide selections of new pastels and 
standard colors 


THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 South Street, Boston 11, Massachusetts 


“Fashion Right" Leathers from our Tannery, Boscawen, New Hampshire 


ST. LOUIS, MO. CINCINNATI, OHIO NEW YORK MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co. John A. Spille Co. Homer Bear Jack G. Mendelsohn Leibman & Cumming 
PHILADELPHIA, PA. MILWAUKEE, WIS. ROCHESTER, N. Y. LOS ANGELES, CALIF. San Francisco, Calif. 
Schoenberg Leather Co. Harold |. Stewart Graham Bros. Sales Russ White Co. 
MONTREAL, QUE., CANADA Handbag Representatives: NEW YORK, N. Y. 
Stockton & Sedgwick Chilewich Sons & Co. 


Representatives in All the World's Leading Leather Markets 
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AND WASHABLE TOO 24"! Porky 
F-Ateap 


Cpachi 





See the latest Servus 
Pla-Shus styled for the 
modern trend of casual 
living — comfortable, 
colorful, washable and 
priced for big 

volume sales. 


Write or call for a visit from 
your Servus salesman. 
“fdnjian 


THE 


LIVE RUBBER CO. 


ROCK ISLAND ILLINOIS 


NEW YORK 
OFFICE and WAREHOUSE 330 Broadway, New York 7. N Y 


See the complete line of tenni 
: nis, casuals and 
and children at the P.P.S.S.A., New York oe uae i 
Nov. 30-Dec. 4. « Rooms 434-435-437, 
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PPSSA Plans for 
Boom Shoe Year 
[CONTINUED FROM PAGE 94] 


Louis Shindler, Morse Shoe Stores 

Lee H. Walters, G. R. Kinney 
Corp. 
Manufacturers 

Harold D. Ashe, Liberty Shoe Co., 
Inc. 

M. W. Borkum, Radcliffe Shoes, 
Inc. 

Si Capen, Klev-Bro Shoe Co. 

Ben Dorson, Dorson-Fleisher, Inc. 

Edward Fields, Imperial Foot- 
wear, Inc. 

Oscar Finkel, Flex-Mor Shoe Co. 

Sidney Spiegel, Bruce Shoe Co., 
Inc. 

David Stein, Mutual Shoe Co. 

G. Elliot Stickney, Holmes, Stick- 
ney, Ine. 

Robert Wodin, Ware Shoe Corp. 


Women’s Sports & Welts 


Barney Lebowitz, Edison Bros. 
Stores, Inc., Chairman 
Retailers 

Jack Joyner, G. R. Kinney Corp. 

George Nacht, Shoe Corp. of 
America 

Ben Rosen, National Shoes, Inc. 
Manufacturers 

Charles B. Conn, Jr., Mound City 
Div. Brown Shoe Co. 

Harry Clayman, 
Mfg. Co., Ine. 

Joel Glassman, 
Corp. 

Richard E. Hasey, Viner Bros., 
Ine. 

Saul L. Katz, Hubbard Shoe Co., 
Ine. 

Jonas B. Klein, Eastland Shoe Co. 
Arthur Solar, Dexter Shoe Co. 

Ted Weiss, Weiss Lawrence Shoe 
Mfg. Co. 


Women’s Casuals & Dress Flats 


Thomas O. Burns, Sears, Roebuck 
and Co., Chairman 
Retailers 

Herbert S. Cohen, John Irving 
Stores Corp. 

Thomas E. Duffy, Spiegel, Inc. 

Frank Lorden, Montgomery Ward 

Stanley W. Norkunas, Melville 
Shoe Corp. 

Charles Steen, Wohl Shoe Co. 

Ray Zumbro, G. R. Kinney Corp. 
Manufacturers 

Fred Diamant, Desco Shoe Corp. 

Alan Foss, Lawrence Maid Foot- 
wear, Inc. 

Harold Nectow, Sudbury Foot- 


Bangor Shoe 


General Shoe 
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wear, Inc. 
Arthur Pfeiffer, Pfeiffer’s, Inc. 
Howard Wiseberg, Billie Shoe 
Co., Inc. 


Children’s Shoes 


Timothy P. Welch, G. R. Kinney 
Corp., Chairman 
Retailers 

Henry Berman, National Shoes, 
Ine. 

William Eckenrode, General Re- 
tail Corp. 

Philip Felger, 
America 

James Royce, Melville Shoe Corp. 

William T. Waddell, Sears, Roe- 
buck and Co. 
Manufacturers 

Arnold Hiatt, Blue Bonnet Shoe 
Co. 

Jack Intrater, Rockingham Shoe 
Co. 

H. C. Levy, H. O. Toor Shoe Co. 

Irving Selig, Laconia Shoe Co. 

Charles Shapiro, American Jrs. 
Shoe Co. 

Abraham Weinman, 
Shoe Co. 


Shoe Corp. of 


Five Star 


Men’s Shoes 

Owen Howell, General Retail 
Corp., Flagg Division, Chairman 
Retailers 

Manny A. Gruber, Regal Shoe Co. 

Jule Mark, Shoe Corp. of America 

Marion Markus, The Nobil Shoe 
Co. 

Siegbert Moch, Spiegel, Inc. 

Frank C. Rooney, Melville Shoe 
Corp. 

Sidney L. Winfield, A. S. 
Shoe Corp. 
Manufacturers 

Louis Auclair, Hampshire Shoe 
Co. 

Alan Goldstein, Plymouth Shoe 
Co. 

Burton Katz, Hubbard Shoe Co. 

Joseph Porter, Porter Shoe Co. 

Ernest A. Rainey, Diamond Shoe 
Corp. 

Herbert Rich, Lewis 
Sales Co., Inc. 


Beck 


Heicklen 


Shoe Merchandising 
Takes Courage Today 
[CONTINUED FROM PAGE 63 | 
often better in suburban stores. 
“Today’s independent retailer 
cannot always compete with the 
large department stores and chains 
on the basis of their greatest 
strength — advertising and price— 
but he can do a much better job 


than his big brothers in special ser- 
vices to his customers,” continued 
Mr. Johnson. “We here at Fontius 
specialize in unusual sizes, for ex- 
ample, and have developed a busi- 
ness that draws from many sur- 
rounding states. We also carry ac- 
commodation shoes to take care of 
customers who have difficulty in 
finding their needs elsewhere. Such 
services have built a reputation at 
Fontius that has resulted in con- 
tinued growth over many years.” 

It is the belief of this Fontius 
executive that national and local ad- 
vertising has become dull and un- 
exciting, that formats have not kept 
up with the times, that the customer 
has moved on ahead of the retailer 
to modern living. 

“The recent Red-Shoe-Red promo- 
tion was the first time in many a 
year, in my opinion, that the adver- 
tising industry came up with a pro- 
motion that had customer appeal at 
all levels. Yet, many merchants and 
manufacturers ignored it completely 
on the basis that anything that had 
such widespread appeal was not 
original enough. We believed in the 
promotion, backed it up with mer- 
chandise, color ads, interiors and 
windows, salespeople enthusiasm, 
and as a result, had a tremendous 
increase while some retailers were 
complaining that business was bad.” 

In speaking of the courage shoe 
buyers need today, Mr. Johnson 
thinks that buyers must believe 
more in items and buy them in suf- 
ficient quantities to do a real job. 
Depth of size is more important 
than depth of patterns, he says. 

“Tf you must have an item, buy it 
like you expect to sell it,” he con- 
tinued. “Buying plans have to be 
more flexible to accommodate new 
items as they become important. 
You can’t sell salt when the cus- 
tomer wants sugar no matter how 
much salt you have. Being ‘over- 
bought’ is probably the most-mis- 
used statement in the shoe business. 
Most generally, it really means that 
you are ‘underbought’ in the items 
that are really selling. A flexible 
open-to-buy will almost always cure 
any ‘recession’ in business.” End 


_ The next installment of the se- 
ries, WHAT’S IN A SHOE AND 
HOW TO SELL IT, by William A. 
Rossi, will appear in the issue of 
December 1. 





Retail Trade 
[CONTINUED FROM PAGE 67] 


New York Retailers See 
Continuous Business Growth 

SHOE retailers in New York are 
optimistic about business in the next 
several weeks. In the majority of 
cases their figures show increases, 
month by month in degrees varying 
from “slight” to “substantial.”” Many 
merchants admit that their timidity 
in placing orders for this season’s 
shoes, probably has cost them lost 
sales. They underbought colors and 
patterns. Now it’s a matter of re- 
orders and size-ups and trying to 
get deliveries as fast as possible. 

“IT think the prospects are good. 
There is no reason why business 
shouldn’t be brisk. The shoes are 
beautiful and salable and people will 
want more pairs,” is how one mer- 
chant summed it up; and it repre- 
sents the general consensus of opin- 
ion. “It looks like a season of color 
ahead,” he continued. “Patent 
leather, lots of silky suedes in bright 
shades; bone and neutral.” 

Traffic in stores has been good, 


OFFERS 
YOU 


: —_— STYLES 


WITH POPULAR 
E Sole 


‘pi PPL 


even on the rainy days and customer 
response to the shoes has been most 
encouraging. Promotions have been 
strong and consistent. Many full 
page ads ... putting the emphasis 
on colors, styles and patterns. For 
example: “New deldi suedes in har- 
vest hues! In fresh abundance— 
brushed deldi, patterned anew for 
mid-Autumn. Reap color splendor of 
soft, slim shoes . . . red, olive, bril- 
liant blue, russet, Autumn haze 
brown. . . . Buttoned, strapped, bow- 
tied.”” (Chandler’s). 


Baker Reporting 
from Washington 
[CONTINUED FROM PAGE 34] 


to adjust the rates up or down so 
as to match receipts to costs. 


The time may not be far off when 
it’s just as important for merchants 
to provide customer parking as it 
is to provide light, heat, and air 
conditioning. Every year, there are 
more and more cars on the nation’s 
streets and roads. And providing 
parking spaces for shoppers’ cars 


Jarman to Tie-In with Jet 


is going to be an increasingly diffi- 
cult problem. 

William G. Barr, an expert on 
parking problems and executive di- 
rector of the National Parking As- 
sociation, points out that a mer- 
chant can help ease the shortage of 
customer parking by not feeding a 
parking meter near his store all 
day, and by not allowing his em- 
ployes to do so. 

Merchants and their employes 
should park on the fringes of shop- 
ping areas, and leave the close-in 
spaces for their customers, Mr. 
Barr believes. 

Parking lots and garages are 
mushrooming in every city. To give 
you an idea of the rapid growth: 
Parking receipts rose by 54 per 
cent from 1948 to 1954 (U. S. Cen- 
sus Bureau figures). During this 
same period, all retail trade rose 
by 32 per cent. 

Trend in parking lots now is self- 
parking. True, the proprietors of 
self-parking must provide 
wider aisles, but the lower labor 
costs far more than offset the 
smaller capacity of the lot. End 
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AMERICAN slife AIRLINES 
NYLON ZIPPER TRAVEL SAG 
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Jarman Shoe Company has joined with American Air- 


lines to take advantage of the publicity attendant upon 
the new 707 Jet Flagship Service, first jet service in the 
continental United States, scheduled to begin January, 
1959. Dealers will give free with each pair of Jarman 
“Flagship Styles” bought, a blue nylon airline zipper 
bag. National magazine and local newspaper coverage 
will be provided, as will be counter displays for the deal- 
LIGHT NEW LEATHERS! ALL NEW HI-FASHION ers. Airlines offices throughout the country will carry 
COLORS! Full run of sizes. (Men's styles, too!) displays pointing the way to Jarman dealers. 


See them at Room 946, " 
Marbridge Building A Quaker edict which was passed in 1720 is specifically 
Write for new catalog addressed to women, and prohibits them from wearing 
°TM—RIPPLE SOLE CORP. “shoes of light Colours bound with Differing Colours, and 
heels White or Red, with White bands, and fine Coloured 
\ Clogs and Strings, and Scarlet and Purple Stockings and 
Batavia, Petticoats made Short to expose them.” 


A STEP 
SAVER style 


SELL . . . the terrific SPRING-ACTION SOLE that's 
breaking shoe sales records everywhere! SELL . . . one 
of the finest fitting lasts ever made. SELL BOTH in 
America's widest variety of IN-STOCK RIPPLE® Sole 
styles for women. For work, for play, for golf. SOFT 'N 


NOR & SON, 
N.Y. 
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-.-.- Salesmen on the Road 





by BERNICE S. DECKER 


Summing Up the Convention 


THE 1959 meeting of NSTA 
took a long, positive step toward 
strengthening the position of the 
traveling man. Outstanding was 
the resolution asking commission 
raises which would lead to at least 
a 10 per cent increase in earnings 
of the salesmen. This was the as- 
sociation’s first bold step in this 
direction. 

The resolution was based on evi- 
dence that the lot of the traveling 
man is getting harder and more 
costly. Cited as examples were ex- 
cessive charges for handling sample 
cases and other baggage — every- 
where — especially at hotels and 
transfer points in public transpor- 
tation terminals. Stepped up rates 
at hotels and motels and a con- 
tinued rise in cost of meals are 
also adding to financial hardships. 

Some defensive measures were 
reported. These include discount 
arrangements for tires, made by 
the association with one of the ma- 
jor automobile parts suppliers. The 
same discount will also be extended 
to appliances and other items han- 
dled by dealers. Indiana and other 
regional associations have made 
arrangements with automobile deal- 
ers for discounts on new Cars. 

Airlines are next in the campaign 
for consideration. West Coast has 
made some progress with one local 
firm in having baggage and sample 
cases classed as air freight along 
with tickets. One major cross-coun- 
try line is reported to be viewing 
the proposition with favor. 

The new benevolent fund, just 
getting off the ground, got a good 
boost. Several regional directors 
went home to their associations 
with the recommendation that the 
plan be adopted officially. Currently 
most support comes, naturally, 
from older members. However, it is 
planned to set a deadline date for 
members over 50, and concentrate 
on making the plan attractive for 
younger men. 
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The revamped constitution and 
by-laws proved to be a big advan- 
tage. Convention, it was generally 
agreed, was the smoothest in years. 
All business, including election, 
was over by early afternoon on Fri- 
day, with plenty of time for socia- 
bility and fun at a luncheon and 
banquet in between—on Thursday. 

* * e 

IT’S going to be a scramble be- 
tween now and the 1959 convention 
for the membership trophy. Moun- 
tain States, a runner-up along with 
Ohio, has formally announced it’s 
going out for the top trophy next 
year. This year’s winner was South- 
eastern. The awards were made by 
the distaff side of the association, 
Martha Weisler, membership chair- 
man. 

& * e 

THE NEW slate of officers has 
a good spread geographically. Pres- 
ident George H. Lawson is a mem- 
ber of Michigan Shoe Travelers’ 
Club; First Vice-President Ben Ber- 
wald hails from Southwestern Shoe 
Travelers’ Association; Second 
Vice-President O. B. Heaton, Mid- 
west Shoe Travelers’ Association. 
Both Ed Trench, secretary and 
managing director, and Paul Cook, 
treasurer, call Northwest Shoe 
Travelers their home association. 

e - * 

THERE’S a fine spirit of cooper- 
ation between retailers and shoe 
travelers and we think it worthy of 
mention. Mountain States Associ- 
fes> nage 
x i fit 

ger ge nae 


c 


Martha Weisler, membership chairman 

of NSTA, presents annual membership 

trophy to Ernie Miller, who accepts for 

Southeastern Shoe Travelers, Inc., 1958 
winner. 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Blvd., Evansten, I. 


ation will select a “Retailer of the 
Year” at its show this month. The 
Indiana travelers were a big help in 
putting the new Indiana Retailers’ 
Association on its feet. The annual 
summer golf tournament and outing 
is always a joint retailer-traveler 
affair for Midwest. Empire State 
Footwear is one of the best exam- 
ples of a joint retailer-traveler as- 
sociation. 


Worthy of Mention... 


Robert T. Pickett, Jr., representa- 
tive for Enna 
Jettick Shoes in 
Virginia and 
West Virginia, is 
a proud husband. 
And he has good 
reason to be. His 
wife, Mary C., is 
now serving her 
second term as a 
member of the 
City Council of 
Roanoke, Va. She 
is the first and only woman ever 
to hold elective office in that city. 
This fall she went to the Brussels 
World’s Fair as official representa- 
tive of Roanoke. 


MARY C. PICKETT 


The Top Travelers... 

NINE of the industry’s top sales- 
men went home from the National 
Shoe Fair with gold trophies. They 
were the winners of the third an- 
nual Star Salesman Award spon- 
sored by NSMA and Shoe Fair. 

Star Salesmen for 1958 are: Paul 
Seligman, Bates Shoe Company, 
Webster, Mass.; Lester Goldstein, 
Belgrade Shoe Company, Auburn, 
Me.; Ludwig Brodrick, Five Star 
Footwear Company, Long Island 
City, N. Y.; Phil Okerstrom, Free- 
man Shoe Corporation, Beloit, Wis. 

Also, Paul Sevon, Leverenz Shoe 
Company, Sheboygan, Wis.; Al Per- 
gament, Old Town Shoe Company, 
Boston; Stanley Blum, Oomphies, 
Inc., New York; Harold Doughty, 
Tober - Saifer Shoe Manufacturing 
Company, St. Louis, and Robert 
Walker, Wolverine Shoe & Tanning 
Corporation, Rockford, Mich. 

As in the past, each participating 

[CONTINUED ON NEXT PAGE] 
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manufacturer set up his own ground 
rules, held his own contest and se- 
lected the top salesman from among 
his own sales staff. 

Each Star Salesman won an all- 
expense-paid trip to the Shoe Fair. 


Noted Here and There .. . 


Curtis W. Johns, president of 
Michigan Shoe Travelers’ Club, did 
his annual stint of leading the sing- 
ing of the National Anthem at 
the annual NSTA convention. He 
doesn’t have much time to sing pro- 
fessionally these days, but there 
was a time when he was billed for 
major appearances in concert halls 
all over the country. 

A basso, he appeared with leading 
opera companies. His most famous 
roles were Mephistopheles in Faust 
and Escamillo in Carmen. He also 
sang the bass solos in a number 
of oratorios, especially Handel’s 
Messiah. It’s always good to hear 
him, even so briefly as at the con- 
vention. 


Bill Heaton, elected second vice- 
president of the National Shoe Trav- 
elers’ Association, has just become 
a grandfather for the third time. 
Now a member of Midwest Shoe 
Travelers, Bill was previously pres- 
ident of Southwestern and got the 
nomination from that association. 


It was good to see Sam Weiss of 
Michigan, former NSTA official, 
back at a convention again after a 
long illness. 


Ray Allen of Pacific Northwest 
Shoe Travelers walked off with 
honors as the NSTA member who 
traveled farthest to get to the con- 
vention. 


Rollin Tuttle, secretary for Em- 
pire State Footwear Association, 
Inc., thinks so much of our new 
feature that he sent a call for news 
to each member in a recent mailing. 
The mailing is in connection with 
the forthcoming 10th annual show 
and convention to be held in Jan- 
uary. This association, incidentally, 
is a fine example of retailer-shoe 
traveler cooperation. 


Another retailer to join the ranks 
of the shoe travelers is Arnold Ro- 
getsch. Now representing Desco 
Shoe Company in the St. Paul, 
Minn., area, he formerly was a shoe 
buyer. 
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OFF--- 
to a profitable 
start with 





A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 


Letters... 
‘Children’s Feet’: Sequel 


I read with interest John McKee’s 
article, “Children’s Feet Never Hurt” 
[Recorper, June 1], and I was further 
interested to learn that Mr. McKee finds 
time to measure school children’s feet. 
A shoe man with Mr. McKee’s fervor, 
if cooperating with a chiropodist, could 
avoid endless foot problems before they 
become serious to the growing child. 

In my office a mother presented her 
three-year-old because she seemed sud- 
denly to develop a pigeon-toe gait in her 


| right foot. The child did not complain, 


but the parents were concerned about 


| the toeing in. Upon examining the shoe 
| we found a sharp nail responsible for 
| the altered walk. 


Regardless of the foot complaint, our 
first procedure is to check the shoe size 
of young patients. It is quite rare to 
find a young person wearing the proper 
size or suitable last. 

MICHAEL Vv. SIMKO, D.S.C. 
EDITOR, PODIATRY PARAGRAPH 
BRIDGEPORT, CONN. 


In Defense of Bare Feet 


Occasionally I read articles in papers 
and magazines that are so misleading 


| that nothing can stop me from writing 
| to someone about them. 


| Their 


j 
| 


Just who the National Foot Health 
Council is, is not clear to me, but one 
thing is clear: they had better get some- 
one who knows a little about feet to 
write their next article relative to feet. 
statement that children should 
never go barefooted or wear shoes with- 
out socks [“Most Children Develop Foot 
Defects, Foundation Finds,” REcorpEr, 
October 15] is absolutely undefendable 
by them. Anyone familiar with feet and 
their care knows that outside of cuts or 
injury to feet by kicking something bare- 
footed, there is nothing better for feet 
than going barefooted. 

A. E. VIOLA 
VIOLA & SONS SHOE STORE 
ABILENE, KAN. 


©The National Foot Health Council, 
which describes itself as “a non-profit 
foundation sponsoring the care of chil- 
dren’s feet and industrial foot health,” 
issued its own “basic rules for the care 
of children’s feet.” One, cited in letter, 
was: “Never go barefooted.”—Editor. 


‘On the Ball’ 


Always look forward to the Boot AND 
SuHore Recorper. I have taken the Re- 
CORDER for 27 years. You are on the 
ball at all times. 

RAYMOND GASTING 

ASST. BUYER, MEN’S SHOES 
FAMOUS-BARR COMPANY 
ST. LOUIS, MO. 
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National Shoe Institute 
Elects Gilbert Hahn 


CHICAGO—-Gilbert Hahn, presi- 
dent of William Hahn & Company, 
Washington, D. C., has been elected 
chairman of the board of trustees 
of the National Shoe Institute. He 
succeeds Joseph S. Stern, chairman 
of the board of the United States 
Shoe Corporation, Cincinnati, O. 

Elected vice-chairman was Harold 
B. Gessner, vice-president of Oom- 


phies, Inc., Lawrence, Mass. Mr. 
Gessner succeeds Mr. Hahn. 
Maxwell Field, executive vice- 


president of the New England Shoe 
and Leather Association, was named 
liaison officer between the Institute 
and the trustees. He succeeds Ed- 
ward Atkins, executive vice-presi- 
dent of the National Association of 
Shoe Chain Stores. 

Elections were held at the annual 
meeting in Chicago as the National 
Shoe Fair concluded. 

The National Shoe Institute is 
comprised of the National Shoe 
Manufacturers Association, the Na- 
tional Shoe Retailers Association, 
the National Association of Shoe 
Chain Stores, and the New England 
Shoe and Leather Association. The 
NSI serves as spokesman for the 
industry. 

Trustees of the NSI approved the 
recommendations of the Special Ad- 
visory Committee on Programming. 
It recommended: 

® NSI should develop separate and 
specialized promotions based on na- 
tional advertising for each major seg- 
ment of the footwear industry—men’s, 
women’s and children’s. Each of these 
promotions should have a fashion theme 
and each should be sponsored by an 

[CONTINUED ON PAGE 107] 





GILBERT HAHN 
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Atlanta Store Mixes Self-Service, Fitting 








Six thousand pairs of shoes on open racks greet customers at the new W. H. Belk 

self-service department store in Atlanta. The racks stretch across the main floor, 

with a wide aisle between them leading into the shoe department proper. Both 

self-service and fitting are the practice in the department, the only one in the 
two-story store not entirely self-service. 


ATLANTA — With more than 
17,000 pairs of shoes on open dis- 
play, W. H. Belk has opened one of 
the first completely self-service de- 
partment stores in the South. 
Everything from major appliances 
to handkerchiefs is sold with the 
pay-the-cashier type of merchan- 
dising. 

The shoe department, operated 
by Delmar, is believed to be the 
only department in the store with 
a dual operation. While the main 
operation is self-service, higher- 
priced lines are fitted. 

“We are doing exactly what the 
large supermarkets have done for 
20 years,” said Guy J. Camuso, 
vice-president and general man- 
ager of the store. “That is, to 
streamline our operations and elim- 
inate all unnecessary cost by using 
attractive but low-cost fixtures and 
cutting out all the frills that force 
today’s retailers to seek a higher 
margin of profit.” 

The shoe department is on the 
first floor of the two-story building 
in the Broadview Shopping Plaza, 
a $24 million area. 

Thirty-nine center racks stretched 
all the way across the main floor, 
create an impressive sight for the 
shopper strolling through the other 
departments. Each rack is approxi- 
mately 12 feet long and they were 
especially made for the store. 


In addition to the floor racks, 
there are 24 wall racks on each side 
of the building, making a total of 
63 racks. The racks alone hold 6000 
pairs. 

Chairs are scattered throughout 
the floor racks, where shoppers may 
make their own fittings. Once they 
have found what they want, they 
get a ticket and then pay the cash- 
ier at the check-out stand, just as 
in a grocery supermarket. 

The entire shoe department oc- 
cupies 5000 square feet of floor 
space. 

“We opened with 17,000 pairs on 
hand although we had _ ordered 
more. Several thousand pairs failed 
to arrive in time,” said Leland 
Meyer, who has come to Atlanta 
to manage the department. 

All of the higher-price shoes are 
shelved in the conventional man- 
ner. In the men’s line these range 
in price from $9.94 upward. In 
children’s, the fitted prices range 
from $5.95 up, and for women, 
from $8.95 up. 

Mr. Belk is planning additional 
stores along the lines of the At- 
lanta operation. 

“This is the trend today,” Mr. 
Meyer said. “With the help situa- 
tion what it is, you’re going to see 
more operations of this type. Ac- 
tually, it is an expansion of the 
cancellation store idea.” 
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Pappagallo Shop Debuts 





The Shop for Pappagallio on New York's 


NEW YORK—“The Shop for Pap- 
pagallo,” which recently opened here, 
is exactly what the name implies, a 
shop selling shoes made entirely by 
one manufacturer, Pappagallo, Inc. 

It is the result of a long-held 
dream of owner Donald Seligman, 
and the imagination and fashion 
flair of the makers of Pappagallo, 
Jean and Mike Bandler. Former vice- 
president of Delman and, prior to 
that, shoe buyer at Lord & Taylor, 
Mr. Seligman has a varied back- 
ground of fashion shoe merchandis- 
ing and selling. 

The store interior is furnished in 
French antique furniture brightened 
with modern touches and colors to 
give an atmosphere of elegance and 
ease—admirably suited to the types 
of shoes sold there. A colorful note 
is the entrance floor in multicolor 
marble inlaid in terrazzo. 

Pappagallo shoes are known for 
youthful but sophisticated styling, 
and the softness and flexibility of 
their leathers and construction. They 
include late day and evening styles 
in cut velvet, metallic brocades, silk 
and satin, and daytime types in 
brushed and smooth leathers. 

Heels cover the firm’s four basics: 
low, stacked leather for casual wear, 
a deeply underslung Louis, a curved 
one-inch heel to give glamor to tall 
girls, and a sturdy two-inch height. 
The price range is from $9.95 to 
$17.95. 

A few steps down from the salon, 
at the entrance to the store at 42 
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in a Unique Setting 


Se 






East 50th Street creates an intimate, 
relaxing atmosphere for customers by using sophisticated antiques and shoe dis- 
plays throughout. Donald Seligman, owner, serves tea each day to the customers. 


East 50th St., is an accessory bou- 
tique displaying an unusual collection 
of handbags, belts, scarves, blouses, 
ceramics . . . and any small items 
that appealed to friends of Mr. and 
Mrs. Bandler on their travels. 

Tea will be served every afternoon 
as another customer service. Sales 
personnel—all girls—will add an at- 
tractive note in smock dresses of 
Italian design. 


Record Retail Shoe Sales 
Of $4 Billion Seen for 1959 

NEW YORK—For the first time 
in the history of the U.S. footwear 
industry—or in the history of any 
nation in the world—retail footwear 
sales will reach and surpass $4 bil- 
lion in 1959, according to a Popular 
Price Shoe Show of America spokes- 
man. 

An estimated 600 million pairs of 
shoes will be sold at an anticipated 
average retail selling price of $6.20 
a pair, said the PPSSA official. Thus 
the total of retail shoe sales will 
amount to more than $3.7 billion. 
In addition, an estimated $300 mil- 
lion in rubber and rubber-canvas 
footwear will be sold. Thus, a rec- 
ord total of over $4 billion in retail 
footwear sales can be expected for 
1959. 

According to the PPSSA an- 
nouncement, the U. S. shoe industry 
should see two new, major records 
established in 1959: production and 
retail sales of shoes surpassing the 





THIS MONTH 


Heart of America Shoe Fair, Central 
States Shoe Travelers’ Association, 
Hotels Muehlebach and Phillips, Kan- 
sas City, Mo. ..........November 15-18 

Spring Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh November 16-19 

Spring Shoe Market Week, West Coast 
Shoe Travelers’ Associates, Alexandria 
and Biltmore Hotels, Los Angeles 

November 16-19 

Midwest Shoe 


Spring Shoe Market, 
Hotel Morri- 


Travelers’ Association, 
son, Chicago ...........November 22-25 
Spring Shoe Show, Mountain States 
Shoe Travelers’ Association, Albany 
Hotel, Denver, Colo. November 23-25 
Spring Shoe Show, Middle Atlantic 
Shoe Travelers’ Association, Benjamin 
Franklin Hotel, Phila.....November 23-25 
Popular Price Shoe Show of America, 
New England Shoe and Leather Asso- 
ciation and National Association of 
Shoe Chain Stores, New Yorker and 
Sheraton-McAlpin Hotels and New 
York Trade Show Building 
November 30-December 4 
New York Market Week, Boot and Shoe 
Travelers’ Association of New York, 


New York City. .November 30-December 4 


JANUARY 


Spring-Summer Showing, Mid-Atlantic 
Shoe Show, Inc., Benjamin Franklin 
Hotel, Philadelphia January 4-7 

Annual Banquet, New England Shoe 


Foremen and Superintendents’ Asso- 


ciation, Hotel Statler-Hilton, Boston 
January 17 

Shoe Show and Convention, Empire 

State Footwear Association, Inc., 

Hotel Onondaga, Syracuse, N. Y. 
January 18-20 


Factory Management Conference, Na- 
tional Shoe Manufacturers Associa- 
tion, Netherland Hilton Hotel, Cin- 


cinnati, O. .. January 31-February 3 
FEBRUARY 
Summer Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 


Sheraton, Pittsburgh ...February 8-10 
Allied Shoe Products and Style Exhibit, 
Fall and Winter, New York Trade 
Show Building, New York City 
February 14-17 
Leather Show, Fall and Winter, Tanners’ 
Council of America, Waldorf-Astoria, 
New York February 17-18 


APRIL 


St. Louis Annual Fall Showing, St. Louis 
Shoe Manufacturers Association, Ho- 
tels Sheraton-Jefferson, Statler-Hilton 
and Lennox .... April 12-15 
MAY 


Popular Price Shoe Show of America, 
New England Shoe and Leather Asso- 
ciation and National Association of 
Shoe Chain Stores, New York City 

May 3-7 


a 


600-million-pair mark (plus an es- 
timated 70 million pairs of rubber 
footwear); and retail footwear dol- 
lar volume surpassing the $4 billion 
mark. 
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Heads Independents 





James Rick, vice-president and treasurer 
of Curtis-Stephens-Embry Co., Reading, 
Pa., is the new president of Independent 
Shoemen, succeeding Richard J. Potvin. 
The organization has announced an edu- 
cational program for members called 
“Operational Know-How, The Key to 
Successful Shoe Business." Instructional 
material will flow regularly to retailers 
and travelers. 





Fashion Now Is Motivating 
Most U. S. Shoe Purchases 

NEW YORK—Today, for per- 
haps the first time in the history 
of the U. S. shoe industry, more shoes 
are being purchased for fashion 
wants than for basic or replacement 
needs, according to the Allied Shoe 
Products Show Committee, following 
an analysis of footwear sales trends. 

The Committee estimates that ap- 
proximately 55 per cent of all shoe 
purchases today are motivated pri- 
marily by fashion appeals, and 45 
per cent by replacements. What has 
particularly tipped the scales, said 
the Committee, has been the fast-ris- 
ing influence of fashion in the juve- 
nile field, formerly dominated by 
basic or replacement purchases. 

Most men’s shoes are still sold or 
bought primarily on a replacement 
basis, though the style factor is con- 
tinuing to bear more significant in- 
fluence as a motivator of sales, re- 
sulting in extra pairage. 

The large share of women’s shoes 
is purchased on the basis of fashion 
interests—and is one reason why per 
capita consumption here has risen a 
half pair over the past decade. This 
half-pair increase has resulted in a 
sales rise of 65 million more pairs of 
women’s shoes today as compared 
with 10 years ago—and a dollar 
volume rise of approximately $325 
million. 
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Olen Merges with H. L. Green 


NEW YORK — Stockholders of 
H. L. Green Company, Inc., have 
approved a merger of Olen Com- 
pany, Inc., into Green. Earlier, Olen 
stockholders had given their ap- 
proval. The surviving company, 
known as H. L. Green, will be a 
350-store variety and apparel chain. 

Chairman of the merged firm is 
Howard R. Boynton, Green chair- 
man, and president is Maruce E. 
Olen, president of the Mobile, Ala., 
company. In addition, Herschel 
Harris, executive vice-president of 


Olen, becomes a Green vice-presi- 
dent, and Mr. Olen and Mr. Harris 
join the Green board. 


‘Fitz and Shoes’ Published 


NEW YORK—The National Shoe 
Retailers Association is now distrib- 
uting copies of “Fitz and Shoes,” a 
40-page manual comprising articles 
by advertising woman Bernice Fitz- 
Gibbon. The messages apply a sell- 
ing philosophy to the shoe busi- 
ness. At $1 a copy, the book is avail- 
able from NSRA, 274 Madison Ave., 
New York 16. 








WONDERFUL BUYS 
RIGHT NOW 
IN 


WOMEN’S AND CHILDREN’S 


nationally-advertised 
SHOES 


Never before has BARIS offered 


such a wide collection of inviting 


styles in the wanted colors and 
leathers—and at prices that compel 
quick action. Be sure to see these 
: ce outstanding buys. 











POPULAR PRICE SHOE SHOW 
NOV. 30- DEC. 4 
N. Y. Trade Show Bldg. 
2nd FLOOR BALLROOM 


* NEW YORK 7, N. Y. 
Cable Address: ALBARISHOE + Phone WOrth 2-5180 
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NRMA Interprets New Rules on Pricing 


WASHINGTON, D. C.—The Na- 
tional Retail Merchants Associa- 
tion has prepared its own analysis 
of new “price guides” established 
by the Federal Trade Commission. 

The guides, which signaled a 
government crackdown on false 
pricing, set up the toughest rules 
to date on fictitious pricing. Now 
the NRMA has summed up the key 
provisions of the FTC guides. Fol- 
lowing is the official NRMA text: 


No statement offering an article for 
sale, however express, may be used 
which represents or implies a price re- 
duction from established retail prices 
unless (1) the reduction is from “the 
usual and customary price” of the 
article in the trade area where the 
statement is offered, or (2) the price 
reduction relates to the store’s “usual 
and customary prices.” 

Proper references must be included 
—The statement must clearly specify 
that the saving or reduction is re- 
lated to: (1) the usual or customary 
prices in the trade area, or (2) the 
store’s own usual or customary prices. 

Examples of proper references— 
Usual and customary prices in the 
trade area may be indicated by the fol- 
lowing terms: “Maker’s or manufac- 
turer’s list price”; “Value”; “Manu- 
facturer’s suggested retail price”; 
“Nationally advertised.” 

The store’s own usual or customary 
prices may be indicated thus: “Regu- 
larly”; “Usually”; “ % off”; “Re- 
duced.” 

Limitations in determining the com- 
parative price—No price savings claims 
may be used which are based on: (1) 
artificial markups; (2) infrequent or 
casual sales; (3) store’s past prices 
other than the immediately preceding 
price unless adequate disclosure of such 
fact is made. 

Unless the statement clearly in- 
dicates that the price comparative re- 
lates to comparable and similar mer- 
chandise, the saving or reduction will 
be presumed to refer to the specific 
article offered for sale. 

Definition of terms—The FTC guides 
do not define the terms “trading area,” 
“current” or “recent.” Vague terms 
were obviously used to give the FTC 
latitude to deal with varying situa- 
tions. 

“Trading area” could be construed 
to include an area in which the ad- 
vertiser draws substantially all of its 
customers. Or the term could be de- 
fined to include the urban area in 
which the advertiser is located even 
though the bulk of its customers may 
come from only a segment of the city. 

The terms “current” or “recent” 
could be related to the selling season 
applicable to the specific article or in 
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cases where manufacturer’s models are 
changed annually or at more frequent 
intervals, related back to the time when 
the specific article or model was first 
offered for sale at retail. 

Substantiating the comparative— 
The FTC guides are silent as to the 
manner in which the retailer may sub- 
stantiate his comparative. The follow- 
ing suggest themselves: 

1. Where the reference is to the 
store’s former price: (1) The store’s 
record of mark-downs; (2) The store’s 
own newspaper ads. 

2. Where the reference is to price 
in the trade area: (1) Records kept by 
comparison shoppers indicating time 
and place the higher price was offered; 
(2) Bona-fide suggested retail price 
lists published by manufacturers; (3) 
Newspaper ads or mail order cata- 
logues indicating former prices being 
offered by competitors. 

Who is subject to the FTC price 
rules?—The jurisdiction of the FTC 
under these rules is limited to those 
stores which are operating in inter- 
state commerce. 

In general, the sale and delivery of 
merchandise at retail within a state is 
not interstate commerce. (Note, how- 
ever, that intrastate sales of furs at 
retail have been held subject to FTC 
jurisdiction under the Fur Products 
Labeling Act.) However, where a 
store makes sales and deliveries of 
goods across state lines and/or ad- 
vertises in newspapers circulating be- 
yond the state, it may be contended 


that a retailer is in interstate com- 
merce and subject to the FTC. 

Because the extent of FTC juris- 
diction in this area has not been clearly 
delineated by the courts, it is feared 
that in peripheral cases, the FTC may 
assume that it has jurisdiction and 
leave it to the retailer to contest it in 
the Federal courts. This was the pat- 
tern established under the Fur Prod- 
ucts Labeling Act. The FTC is also 
hopeful that the states will close the 
gap by a more rigid enforcement of 
state unfair trade practice statutes. 
Pressure is also mounting in some 
states for the enactment of more re- 
strictive price legislation along the 
lines of authority the Federal Trade 
Commission Act now has. 

Because of the many uncertainties in 
this area which exist, retailers may 
well wish to consider conforming to the 
FTC guides as the safest course of 
action. 


Hofheimer’s Fetes Employees 


NORFOLK, VA. — Hofheimer’s 
of Virginia recently held its annual 
dinner dance for some 425 employees 
of the firm’s shops in Norfolk, Rich- 
mond, Portsmouth, Roanoke and 
Newport News. It was marked by 
the addition of several employees as 
members of Hofheimer’s 25-Year 
Club. Irene D. Stallings was pre- 
sented with a diamond wrist watch 
by David Hirschler, president of 
Hofheimer’s, for her quarter-cen- 
tury of service. Other employees re- 
ceived five, 10 and 15-year awards. 











Contrast of Old and New Catches Manhattan’s Eye 


Mixing the old and new makes passersby stop and look. 


Bi 








Art Canter, manager of 


Georgetown Shoes at Broadstreet's in New York, stood at 47th St. and Fifth Ave., 

watched group after group stop to study 10 single museum shoes. Loaned by 

United Shoe Machinery Corporation, they dated from 1840 to 1912. Included 

were an elongated toothpick shoe popular in 1900 and a blunt toe made in 1912, 

later adopted by the Army as the Munson Last. In the window, old shoes were 

placed to contrast with newest high-style footwear. Exhibit proved a distinct 
success, officials said. 
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°58 Achievement Awards: 


Alert Promotions Brought Retail Honors 


CHICAGO — Timely merchandis- 
ing programs, alert promotions, and 
consistent and attractive advertis- 
ing copy all help build successful 
shoe retailers. Proof of this is seen 
in the winners of the 1958 Retailer 
Achievement Award contest for the 
National Shoe Fair. 

Included in their merchandising 
presentations were a consistent di- 
rect-mail plan, promotion of shoes 
and accessories as gifts, frequent 
and colorful displays, and a bid for 
work shoe business. 

Awards went to each of the six 
merchants who had submitted the 
prize-winning portfolios. 

The presentation by Britton T. 
Abbey, president of John Lee, Inc., 
of Charleston, W. Va., emphasized 
the firm’s “Shoes by Mail” program. 
The folio contained a selection of 
the 12-page tabloid-newspaper cata- 
logs mailed at several times during 
the year, including Christmas and 
Easter. Also included were special 
smaller mailing pieces as well as an 
outline of the store’s threefold credit 
plan. 

A small town classification award 
went to Arthur E. Koeller of Dun- 
lop Shoe Store, West Bend, Wis. 
He makes a bid for specialized work 
shoe business through direct mail, 
newspaper advertisements and bill- 
boards at the entrance to the town. 

Also in the smaller town classifi- 
cation was Robert L. Fisher of 





Are Shoe Profits Too Low? 
Yes, U. S. Report Indicates 


BOSTON The often - heard 
statement that net profits are too 
low in the shoe and leather manu- 
facturing industry is confirmed by 
a report released jointly by the 
Federal Trade and Securities and 
Exchange Commissions. Analyzed 
by the New England Shoe and 
Leather Association, the report 
shows that of 27 major industries, 
the shoe and leather group is next 
to lowest with net profits after 
taxes of only one per cent of sales. 

Lowest is the apparel and related 
products industry, with 0.3 per 
cent. Highest is the drug industry 
with 9.4 per cent. Figures used by 
the two commissions were those of 
the second quarter of 1958. 
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Fisher’s Shoe Store, Boone, Ia. He 
has built up a successful slipper, 
handbag and shoe accessory gift 
business through alert advertising. 
He also keeps size records on hand 
for use at gift seasons. 

A well-integrated program of 
brand advertising linked to colorful 
windows marked the programs out- 
lined by other prize winners. They 
were Albert Dennis of The Shoe 


Box, Terre Haute, Ind.; Edwin L. 
Kimmel, Kimmel & Son, Erie, Pa., 
and Myron J. Sholem, Sholem’s-in- 
Champaign, Champaign, III. 

Contestants were classified in four 
categories according to their dollar 
sales and the city population of 
their operating areas. Prize-win- 
ning portfolios contained examples 
of window displays, advertising, 
employee training, point-of-sale dis- 
plays, special promotions and par- 
ticipation in civic and community 
activities. 





NEW YORK PPSSA — 


PITTSBURGH SHOE SHOW — ROOM 442 


PENN SHERATON 
NOV. 16-17-18 
MARBRIDGE BUILDING 
ROOM 507 

NOV. 30- DEC. 4 














VIRGINIA 4 


the orders are 
pouring in. 


Do we have yours? 


FREDERICKSBURG, 








WERE 


NEW 
PRICE POLICY 


ALL SIZES NOW 





INFANTS 3.55 


4-8 3.50 





4.15 


CHILDRENS 4.35 


Y%y-12 3.90 





4.75 
4.95 


MISSES 
& YOUTHS 


12%-3 4.20 





BOYS 5.40 





312-6 


& 4.70 




















CALL US COLLECT . 


.. WE’LL TAKE YOUR ORDER 
OR SEND SALES REPRESENTATIVE. 








Remodeled Rollnick’s in Denver Features ‘Marquee’ 


DENVER —Something different 
in shoe retail stores is the theatre 
marquee-like sign, “Rollnick’s 
Shoes,” which replaces the conven- 
tional awning on the newly remod- 
eled 9 Broadway store here, second 
oldest unit in the Rollnick Shoe 
Company independent chain. The 
sign provides maximum visibility 
from all directions without detract- 
ing from window displays below. 

The new sign, three feet high, 
illuminated from the inside with 
cutout letters on the outside, ex- 
tends eight feet over the sidewalk, 
still in keeping with sign codes in 
the community. 

The remodeled store, more than 
20 years old, is in keeping with the 
other Rollnick stores in the area. 
(Rollnick’s operates nine stores in 
Idaho, Colorado and Wyoming, in- 
cluding three in the Denver area.) 
The ceiling has been lowered and 
finished in acoustical tile, with a 
new lighting arrangement—a fluor- 
escent fixture comprised of a series 
of small slim line tubes mounted 


tangerine are the colors used in 
the upholstered chrome chairs and 
paint trim. The front has been 
modified, with the bulkheads 
trimmed in turquoise ceramic tile. 

New, too, are the edgewood mov- 
able panels which provide walk-in 
windows and accessibility to stock 
in the windows. Richard Crowther, 
who designed the store 25 years 
ago, was architect for the remodel- 
ing job. 


Downtown York Revitalized 


YORK, PA.—A committee of busi- 
nessmen—among them four shoe re- 
tailers—has aided in breathing new 
life into the heart of this mid-Penn- 
sylvania, pre - Revolutionary city. 

Among the achievements listed by 
Norman J. Gray, left, secretary of Roll- the committee, which calls _ itself 
nick's Shoe Company, and Phil J. Rolle tw ntown York, Inc.,” are: con- 


nick, general manager of all Rolinick . ‘ 
stores, pose under the new marquee- Struction of a parking plaza, assur- 


like sign on their second oldest store ance of access to York from a new 

ee Seaver's Broadway. bypass highway linking Harrisburg 

in the ceiling. and Baltimore, and the development 

From shelving to ceiling, the of the “Core Removal Plan,” a pro- 

walls have been finished in a type gram for redevelopment of aged 
of compressed wood. Turquoise and «<owntown areas. 





ALSO MAKERS OF 


FIRST CHOICE 
net cuovee cH 
TOP RETAILERS 
AND 

_—_— 


REAL BOYS 


Grips: 











© 


Tas a 02 eraon ome 
GERBERICH-PAYNE SHOE co. 


MOUNT JOY 


PENNSYLVANIA 











\ aay PRESTO kasi 


branded jobs 








SHOWING: NOVEMBER 30-DEC. 4 


‘a entirely — | ini pebeaneneune 


_— HOLDER | Broitman-Gaffin 


SHOWS PRICE TAG TO 
3°” BETTER ADVANTAGE | samples 


a 


Nickel or Bronze, 


ROOM 531-2 








Write for 





PRESTO CO.—525 BROADWAY -— NEW YORK 12, N.Y. 





Boot and Shoe Recorder 


May Department Stores and Hecht Co. Plan Merger 


BALTIMORE 
nation’s largest retailers, which 
between them sell hundreds of 
thousands of dollars worth of shoes 
each year, have announced plans 
for merging. They are the May De- 
partment Stores, with headquarters 
in St. Louis, and the Hecht Com- 
pany of Baltimore and Washington. 

Officials of the two firms said the 
proposed merger—it still has to be 
approved by stockholders—would be 
the largest in U. S. retail history. 

The May Company, with 35 stores 
in eight metropolitan centers, had 
total sales last year of $553 million, 
and the Hecht Company, which from 
its Baltimore headquarters runs 10 
stores in Maryland and the District 
of Columbia, had sales of $105 mil- 
lion. 

Hecht’s opened an 11th store at 
Prince Georges Plaza, at Hyattsville, 
Md., in suburban Washington, on 
November 2 and has announced 
plans for two other new ones. in 
Baltimore and at Marlow Heights, 
in Prince Georges County. 


Two of the 
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The May Company stores, operated 
under several different names, are 
located in the following metro- 
politan centers, in addition to Balti- 
more: Pittsburgh, Cleveland, 
Youngstown, Akron, St. Louis, 
Denver and Los Angeles. 

Under the merger plan, the new 
corporation would be known as the 
May Department Stores Company. 
The stores in Maryland and the 
District of Columbia, however, 
would continue to trade under the 
name of the Hecht Company and the 
May Company’s huge, downtown 
Baltimore store also would take the 
Hecht name. 

Officials said the merger would 
involve the exchange of common 
stock with a current value of more 
than $37 million in each company. 


NSI Elects Hahn President 
[CONTINUED FROM PAGE 101] 
authoritative fashion magazine in 
which a maximum number of shoe ad- 

vertisers may participate. 
@ NSI should continue an intensified 
program of providing local promotional 





opportunities for retailers and manu- 
facturers. It should do so by continuing 
to develop and sponsor promotional 
themes from which local newspaper 
supplements, special sections, and store 
tie-ins would result. 

©@ The present program of shoe pub- 
licity, which includes television scripts, 
“Advance Newspages,” trade paper and 
consumer paper releases, should be con- 
tinued. 

®NSI should consider ways and 
means of developing an educational 
program to improve the sales perform- 
ance “at the fitting stool” and enhance 
the customer’s appreciation of shoes. 

® The shoe industry should recognize 
as soon as possible the need for expand- 
ing its promotional funds to permit ex- 
ploitation of the potentials in national 
advertising and promotion under joint 
industry sponsorship. 


The Advisory Committee also 
heard a proposal from the Bureau 
of Advertising of the American 
Newspaper Publishers Association 
for a nationwide promotion on shoes 
in newspapers in 1960, and gave 
unanimous approval to the idea. 

The Manning Agency announced 
that it was resigning the National 
Shoe Institute account for business 
reasons, January 7. 
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Independent Retailers’ Group 
Holds Semi-Annual Session 


DENVER Thirteen retailers 
representing nine of the country’s 
largest independent shoe stores, 
comprising Shoes Associated, held 
their semi-annual meeting at the 
Brown Palace Hotel here recently. 

Richard Hofheimer of Hofheim- 
er’s, Norfolk, Va., president of the 
association, led discussions of busi- 
ness conditions and trends and the 
group exchanged buying and mer- 
chandising information. 

Harry E. Fontius, Jr., 
tius Shoe Company here, 
tary of the association. 

Attending the sessions were: 
Mrs. Dorothea Warren, executive 
vice-president of Shoes Associated, 
New York City; Harry Hahn, Wil- 
liam Hahn & Co., Washington, 
D. C.; Louis Langston and Richard 
Lombardi, Volk Bros., Dallas, Tex.; 
George Hess, N. Hess & Sons, Bal- 
timore; Edward C. Orr, Potter’s of 
Cincinnati; Lloyd Nordstrom, 
Nordstrom’s, Seattle, Wash.; Alber 
Wachenheim, Imperial of New Or- 
leans, and Owen Metzger and 
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Contest Is Sales Spur 


Capt. Allan Swift, star of TV "Popeye," 
displays winning entry in sales-boosting 
Draw Your Parent Contest sponsored at 
Stern's in New York, by The Yankee 
Shoemakers division, Sam Smith Shoe 
Corporation, Newmarket, N. H. Watch- 
ing are William Taft, shoe company's 
representative, and victor Judy Lippe. 
Earlier, the same contest was pre-tested 
at Meier & Frank, Portiand, Ore. Next 
spring it will be promoted nation-wide. 


Japanese Store on Fifth Ave. 
Features Sandals, Slippers 

NEW YORK—A shoe section in- 
cluding cork clog sole thong sandals 
and straw slippers is one of the fea- 
tures of the newly opened Japanese 
department and specialty store at 
Fifth Ave. and 46th St., in New York 
City. 

The first such store in the United 
States, Takashimaya, Inc., is one of 
the subsidiaries of Takashimaya, 
Ltd., a 130-year-old firm with 
branches in Tokyo, Osaka and Kyoto. 

News in the clog sole sandals are 
the pointed toe and back styles, 
which will retail for $39.65. The 
classic round toe and back sandals 
will sell for $21.10 in leather and 
$14.45 in brocade. Straw slippers 
will retail for $2.50. 

The store also carries women’s 
accessories including purses and 
jewelry, and a selection of fabrics 
and kimonos. 

Prices are from medium to high. 
Quality goods are prevalent through- 
out the store. All merchandise is 
imported from Japan, and sales per- 
sonnel is entirely Japanese. 
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To All Shoe Tracelers 


The Recorper has recently inaugurated a new feature, 
“Salesmen on the 
news about shoe travelers. 
important anniversaries, election to offices in other organiza- 
tions, civic activities, honors and recognition in your home- 


We will also include changes of lines and representation. 
This is your page, so we will depend on you to keep a steady 
flow of news coming to us. 


It is a page devoted solely to 
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Road.” 


Please send all news items to: 
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EVANSTON, ILLINOIS 
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¢ Obituaries 
Mrs. Harry Terhune, 
Wife of Retired Editor 


LOS ANGELES —Mrs. Bertha 
Stanley Terhune, 79, wife of Harry 
R. Terhune, retired field editor of 
Boot AND SHOE RECORDER, died here 
recently. She was well known to the 
shoe industry, for she had accom- 
panied her husband on _ trips 
throughout the country for many 
years. 

Mr. Terhune, who survives, re- 
tired from the editor’s post about 
eight years ago, but more recently 
he had sold advertising on the West 
Coast for the RECORDER and other 
Chilton Company publications. In 
his years with the RECORDER, he de- 
veloped the once-popular feature, 
“O.P.I.” (Other People’s Ideas), in- 
corporating information on how to 
sell, how to display and _ related 
topics. 

Mr. Terhune, a cousin of the 
RECORDER’S present publisher, Ev- 
erit B. Terhune, Jr., was constantly 
moving about the U. S. And wher- 
ever he went, he usually took Mrs. 


Terhune along. 

In the early 1950’s the couple cel- 
ebrated their 50th wedding anniver- 
sary. 

Mrs. Terhune, a native of Hano- 
ver, Mass., was born January 22, 
1879. She and her husband had no 
children. 


William C. Smith, 81, Headed 
One of First Shoe Chains 


ALTOONA, PA.—The recent death 
of William C. Smith, 81, removed 
from the industry the founder of 
one of the early shoe chains. Start- 
ing in the early 1900s, Mr. Smith 
operated the chain from headquar- 
ters in Norfolk, Va., and later in 
Johnstown, Pa., until he retired in 
1940. 

During World War II he went 
back to managing the Altoona unit 
of the stores, now owned by his 
eldest son, W. Donald Smith, and 
he continued in that capacity until 
his sudden death. 


ELMER W. BRADLEY, salesman 
for the O. A. Miller Company, 
branch of United Shoe Machinery 
Corporation, until his retirement 


last August 1, died at Wauwatosa, 
Wis., October 15 following a heart 
attack. Mr. Bradley joined O. A. 
Miller in 1914, calling on shoe man- 
ufacturers in the Midwest and 
South. More recently he had con- 
fined his activities to retail stores 
in Wisconsin. Surviving are his 
widow, a daughter and one brother. 


STATHES T. GEORGES, founder 
and president of Foot Form Shoe 
Shops, Inc., operators of 12 Indian- 
Walk Footwear stores in metropoli- 
tan New York, died recently. His 
home was in the Bronx. Surviving 
are his widow, Elsie M., and a son, 
Theodore W. 


NATHAN HERMAN, 60, owner 
of the Bertrose Shoe Company, Bos- 
ton wholesale firm, died October 
26. His home was in suburban 
Newton. He is survived by his 
widow, Bertha; two daughters, a 
son, a sister and a brother. 


J. BURT SMITH, 76, last of a 
line of pioneer shoe merchants in 
Youngstown, O., died last month. 
Until two years ago he had headed 
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e The name itself charms them instantly! 
e Full color box with all the Mother Goose 


Characters on parade! 
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e Flexopedic Construction! 


Price range and mark up for profitable volume. 
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Point of Sale, Mats Available, Protected Franchise. 
Write for Catalog and Information 


made on boot lasts. 
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Mother Goose Corporation 
Westminster, Maryland 
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® Registered Trade Mark of Mother Goose Corp. 


Visit us! 
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of America 
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Nov. 30 to Dec. 4 

Room 716 





November 15, 1958 109 





STILL ON SALE 


J. W. Carter's Famous Broadway Shoe Line 


Before you complete your Fall and Winter stocks of men’s 
shoes, get all the facts on this National Sales event. You'll find 
that it offers substantial discounts, long terms, and extra dating. 
All numbers in the entire Broadway line of Goodyear Welts 


the J. W. Smith and Sons Shoe 
Store, founded in 1875 by his grand- 
father, and continued by his father 
and an uncle. He is survived by his 
widow, Neva; two daughters, three 
brothers and two grandchildren. 


RICHARD FAIRBEND, 71, for 
26 years owner-operator of shoe de- 
partments in The Shepard Com- 
pany, Providence, R. I., department 
store, died recently in Edgewood, 
R. 1. after a long illness. He was 
a member of the National Shoe Re- 
Association and The 210 
Associates. Surviving are his wid- 
two Richard, Jr., and 
Gregory, and five grandchildren. 


tailers 


Ow; sons, 


EARLE B. LYONS, 72, manager 
of the Renton Heel Company, Lynn, 
Mass., for 20 years, died last month. 
Formerly associated with the Gard- 


CASUALS BY 


5 EAST 16TH STREET 


DecKs 
CORK CUSHION INSOL! 


AT THE P.P.S.S.A. NOVEMBER 30-DECEMBER 4TH—7TH FLOOR LOUNGE—HOTEL NEW 


DISTRIBUTED 


IN ALL LEADING CITIES 


for men are included. 


For full details, see your local representative, 
or write directly to 


J. W. CARTER COMPANY 


P. O. Box 30 


ner and Beardsdell Company of 
Nashua, he began his career in the 
leather business with his father in 
the A. J. Lyons Counter Company 
in Lynn. 


SIMON COHEN, 69, owner of the 
Sample Shoe Store in Nashville, 
Tenn., died October 26, apparently 
after suffering a heart attack. Sur- 
vivors include his widow, Anna; 
two daughters, two brothers, a sis- 
ter, four grandchildren and two 
great-grandchildren. 


e Financial 


National Shoes’ 1958 Sales 
Set Mark; Earnings Drop 
NEW YORK — National Shoes, 
Inc., independent popular-price 
chain, reported record sales but de- 
creased earnings for the fiscal year 
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MEYER LABEL COuinc 


NEW YORK 3, NEW YORK 


IN USA AND CANADA 


Nashville, Tennessee 


ended August 2. In a report to 
stockholders, President Louis Fried 
said sales totaled $23,965,785, an in- 
crease of 1.1 per cent over sales of 
23,706,184 the previous year. Earn- 
ings, meanwhile, declined to $602,- 
819 from $703,312. 

Continuing to return a major 
share of its earnings into a long- 
range expansion program, the firm 
declared a stock dividend of 6 per 
cent, paid August 1. During the 
past year, 12 new stores were opened 
—eight in shopping centers, one a 
drive-in and three downtown. Ac- 
cording to Mr. Fried, the firm will 
end the present calendar year with 
152 stores and it expects to add at 
least eight more by spring. 

National moved into Virginia No- 
vember 6 with a unit in Fredericks- 
burg. On November 12 simultaneous 
openings were held in North Baby- 
lon and Port Jefferson, L. I. 
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The Hollywood Scuff Sensation § 
Country! | te 


That's Sweeping the 


For the new, the different, the 
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Sandals, Casuals, Scuffs, look 
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50 M Men's Scuff 
Tan, Black, Wine 
Full Sizes 6-12 
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LION SANDALS inc. 


400 EAST 111th STREET, NEW YORK 29, N. Y. 











Goodyear Quarter Earnings 
Increase 29% Over Year Ago 

TOPEKA, KAN. — Earnings of 
The Goodyear Tire & Rubber Com- 
pany in the third quarter set a new 
high record for this period, increas- 
ing 23.2 per cent over the second 
quarter of this year and 28.8 per 
cent over the corresponding quarter 
a year ago. E. J. Thomas, chairman 
of the board, announced the figures 
after a directors’ meeting here. 

The directors declared a year-end 
dividend of 2 per cent in common 
stock in addition to the regular 
quarterly dividend of 60 cents a 
share on the common stock. The 
cash dividend is payable December 
15 and the stock dividend December 
19, both to stockholders of record 
November 14. 

The company’s third quarter re- 
port showed estimated net income 
of $20,196,000, equal to $1.91 per 
share, compared with $15,679,000, 
or $1.48 per share, earned in the 
third quarter of 1957. Third quarter 
sales totaled $353,647,000, compared 
with $361,464,000 in the third 
quarter of 1957. Profit margin in 
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the third quarter increased to 5.7 
per cent of sales compared with 4.3 
per cent a year ago. Estimated net 
income for the first nine months of 
1958 was $47,452,796, compared 
with $51,621,653 for the correspond- 
ing period last year. 


Goodrich 9-Month Earnings 
Decline 22% as Sales Drop 

NEW YORK—EFarnings of the 
B. F. Goodrich Company for the 
first nine months of this year 
showed a 22.6 per cent decline in 
comparison with 1957. At the same 
time, sales dropped 9.3 per cent. 

According to a report by John L. 
Collyer, chairman, and J. W. 
Keener, president, net income for 
the nine-month period amounted to 
$23,411,892, or $2.61 a common 
share, compared with $30,254,077, 
or $3.38 a share, for the first nine 
months last year. Net sales 
dropped from $560,802,565 to $508,- 
465,253. 

However, the company’s earn- 
ings in the third quarter of this 
year showed an improvement over 
second quarter figures. 
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Seiberling Has All-Time Best 
Sales and Profit Quarter 


AKRON O.— The best three 
months of sales in the history of 
Seiberling Rubber Co. produced the 
highest profit in any quarter in the 
company’s peacetime history, Presi- 
dent J. P. Seiberling told stock- 
holders. 

Net sales of $14,186,266 for the 
quarter ended September 30 were up 
15 per cent from the $12,273,133 re- 
corded in the same period last year 
Net profit of $554,212 was 47 per 
cent higher than the $375,641 of 
third-quarter 1957. 

Because of a first-quarter 
nine-month earnings were below the 
$884,043 earned in the same period 
of 1957. Earnings of $1.07 per com- 
mon share compared with last year’s 
$1.72. 


loss, 


Beck Sets 15-Cent Dividend 
NEW YORK — Directors of the 
A. S. Beck Shoe Corporation have 
declared a quarterly dividend of 15 
cents per share on the common 
stock, payable November 17 to stock- 
holders of record November 5. 








Shoes on Installment Plan 


SAO PAULO, BRAZIL—Shoes on 
the installment plan are a feature 
of the working man’s efforts to out- 
wit the galloping inflation of the 
Brazilian cruzeiro now taking place 
here. 

Not only shoes but suits, shirts, 
socks and ties are bought with less 
than a penny down by workers seek- 
ing to escape the devaluation of 
their paychecks. Businessmen and 
professional men buy property to 
protect themselves while savings ac- 
counts are all but unheard of. 


e What's New 


Nettleton Co. Introduces 
New Line of Men’s Shoes 
SYRACUSE, N. Y.—A new line 
of men’s shoes called Running Mates 
has been introduced by A. E. Net- 
tleton Company here. According to 
President Robert S. Cook, the line 
“will meet a growing demand from 
our retailers for a more popular- 
priced quality shoe of our manufac- 
ture.” It will be priced from $23.95. 


Shown for the first time at the 
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National Shoe Fair, the shoes fea- 
ture a Natural-Tred Shank which 
provides a slight metatarsal lift and 
gives “gentle yet firm support,” ac- 
cording to the company. The shank 
was invented by Ivan Cox of Jack 
Henry Company, Kansas City, a 
veteran shoe retailer and designer. 


Tweedie High-Styled Line 
JEFFERSON CITY, MO. — 
Tweedie Footwear Corporation has 
come out with a new high-styled 
line for spring. It will be sold under 
the name of Charles de Beruff—an 
ancestral name of the Tweedie 
family—at a retail price range of 
$18.95-$22.95. Albert Careaga has 
been designing the line. Among the 
significant styles he noted were a 
new last, new materials—‘‘a mesh 
within a mesh’’—a paisley print in 
leather and new colors in patent, 
luster calf and two-way suedes. 


‘Buttons, Bows’ for Stackette 


HAVERHILL, MASS. — Buttons 
and bows set the style for the 
1958-59 Stackette line, produced by 
the Stackette division of the Eagle 
Wood Heel Company. Raymond 
Brown, division sales manager, 
said the buttons and bows, which 
will be accented with metallic gold 
trim, will serve as stylized orna- 
mentation for the company’s natu- 
ral color heel coverings. 





New ‘Suede Conditioner’ 





Hoffco Suede Conditioner, renewing and 
refinishing compound applied by spray- 
ing on any color suede leather except 
white, has been introduced by the Harri 
Hoffmann Company, Inc., Milwaukee. 
Packaged in a 4'/2-0z. pressurized spray 
can, the product contains silicones which 
act as weather resisters, according to 
Harri Hoffmann, president. 
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Ripple Sole Line for Boys 





Brown Shoe Company St. Louis, has in- 
troduced a new boys’ line combining the 
Ripple Sole with black smooth and 
cherrytone smooth leathers. The shoes 
are priced to retail at $8.99-$9.99. 





Cincinnati Retailer Develops 
Foot Measurement Device 

CINCINNATI, O.—A shoe retail- 
er has developed his own solution 
to a current problem of many foot- 
wear retailers. A scientifically de- 
signed measuring device to deter- 
mine the difference between the 
length of the shoe and of the foot is 
the work of John Ludwig, of Lud- 
wig’s Shoe Stores here. 

The device, known as Shu-Rule, 


will enable the parent to see how 
much growing room is left in the 
shoe at the time of purchase. Mr. 
Ludwig reports he developed the de. 
vice to fill the void left since X-ray 
fitting of shoes is no longer per 
mitted in many areas. 

Built on the principle of the call- 
per rule, the new device is applied 
first to measure the exact length of 
the inside of the shoe, and then to 
the foot of the child. The differ- 
ence is the exact amount of room 
between the child’s foot and the toe 
of the shoe. 


Plastic Heel Preservers 


CHICAGO—Viny! “Heel Savers’ 
for women’s shoes are being mar- 
keted in six sizes and four colors by 
Nordic Export & Import Agency of 
Chicago. The product, which slips 
on to the heel, is already in use in 
Europe, the agency says. According 
to the firm, the Heel Savers are 
long-wearing and save repair costs. 


Plastic Coating for Leather 


LOS ANGELES—A new plastic 
coating material for leather prod- 


ucts, called “Uralane,” is being mar- 
keted by Delmonte Plastics Corpora- 
tion here. According to the com- 
pany, it demonstrates remarkable 
adhesion to leather, good flexibility, 
scuff resistance and the ability to 
stay smooth and glossy after long 
severe service. 





Moe-Type ‘Darts’ 





"“Marpat Darts," women's moc-type un- 
lined lightweight sports shoes, were in- 
troduced at the National Shoe Fair. 
From the new Marpat Shoe Company, 
St. Louis, the shoes retail in the $8-$9 
bracket, have a one-piece upper and 
¥s heels. This is the “Cummerbund." 





CARTER'S BOOTS 


GENUINE AUSTRALIAN 
KANGAROO LEATHERS 


Style No. 6122 


The popular half-Wellington boot, twill- 
lined vamp, leather lined top, leather 
insoles (THE best for the foot) and 
selected leather outsoles. Rubber heels. 
In stock, D width, sizes 5/12. 


Style No. 879 


Eight inch field boot, completely leather- 
lined. Gussett tongue. Leather insoles 
and outsoles, rubber heels. Kangaroo 
leather is practically waterproof in its 
















#79509 Men's 
only $5.40 
net 


SV IRL! 


FOOT KING® 


Canal 


Goodyear Welts 
in Stock 







natural state, so this makes the ideal 

tough, lightweight, field and sport boot. 

In stock, E and F widths, sizes 5/12. 
These boots are above 
competition in quality and 
below in price. See our 
representative in the terri- 
tory or write direct to: 


J. W. CarRTER COMPANY 


NASHVILLE 1, TENNESSEE 
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"SWIRL" Slip-on. 
Leather insole. Leather lining. Tough composition sole for the wear 
young men want. Style #79509. C & D widths in stock. Only $5.40 net. 
In Boys’ sizes #77509 B & D in stock @ $4.35 net. 

Also in Black Suede with block smooth leather 379507, 
Price $5.50 net, Men's. 


FOOT KING® up-to-the-minute patterns appeal to today's style 
conscious young men, at prices they want to pay. Gef in the swing 
with the "SWIRL!" 

FOOT KING means BUSINESS 


Dept. 1115, The A. S. Kreider & Son Co., PALMYRA, PA. 


Black Baby Beaver with black smooth leather. 


D-Wide. 
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¢ About Shoe People 


Lincoln C. Haynes is 93. But he 
still works a 9-to-5 shift each day at 
the Morse & Haynes Shoe Store, 
Springfield, Mass. He has been in 
the shoe business 78 years. 


Miss Alice Richardson has joined 
The Manning Public Relations 
Firm, New York, as director of pro- 
motional merchandising. One of 
the firm’s clients is the National 
Shoe Institute. Miss Richardson is 
a former magazine editor whose ex- 





perience in the field of fashion has 
emphasized shoes. 


Bernhard Scheinmann, owner of 
Continental Footwear, Inc., New 
York producer of novelty slippers 
and playshoes, recently left for a 
trip through Europe and Israel. “I 
am trying to get new ideas for 
spring and summer, 1959,” he said. 


Frank P. DeWitt, president of 
Shoe Form Company, Inc., Auburn, 
N. Y., was honored by the firm’s 
employees on his completion of 25 
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One of a series featuring national advertisers who are Iselin clients | 


Ephrata Shoe Company, Inc., is one of the notable shoe manufacturers 


who factor with William Iselin & Company, Inc. We are proud of our 


association with these successful companies. Iselin factoring has long 


been a basic tool of successful operation in many industries, whether 
used for financial, credit or consultative services. 
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years’ service. Gordon Tutton, 
treasurer, presented an engraved 
plaque to Mr. DeWitt at the firm’s 
annual clambake. 


Victor Silver of Trenton, N. J., 
aR s has been pro- 
moted from a 
store manager to 
district manager 
of National 
Shoes, Inc., inde- 
pendent retail 
chain, in charge 
of store opera- 
tions in Mary- 
land, Pennsylva- 
nia and southern 
New Jersey. The 
appointment constitutes an aug- 
mentation of the firm’s store super- 
visory staff as a result of company 
growth. 


Ralph F. Roussy of Packard- 
Rellin, Milwaukee, and Z. Albert 
Joseph, Joseph Salon Shoes, Chi- 
cago, have been honored for ser- 
vice to the National Shoe Retailers 
Association. Members of the 
NSRA’s 1958 board of directors, 
they were each presented with a 
symbolic winged foot award at Chi- 
cago during the National Shoe 
Fair. 


The Hack family—Nathan, Leon- 
ard and Morton—was the only fam- 
ily group with more than one for- 
mer president when the Detroit 
Shoe Retailers Association held a 
dinner-dance for past presidents 
recently. All are executives of the 
Hack Shoe Company, retail firm, as 
well as the Ripple Sole Corpora- 
tion. Each has been president of 
the retail group. 


Fred A. Huff, known to thousands 
of visitors, customers and em- 
ployees of International Shoe Com- 
pany, has retired after 54 years 
with the firm. He has been greet- 
ing visitors in the main lobby of 
company headquarters in St. Louis 
since 1926. 






¢. 
VICTOR SILVER 





Seymour Sussman has been elect- 
ed a vice-president of the Globe 
Shoe Company, one of the oldest 
retail businesses in Savannah, Ga. 


Maurice S. Margolis, president 
and owner of the Poll-Parrot Shoe 
Store, Inc., of Houston, has opened 
a ninth unit there. Thomas Harris 
is manager of the 3000-square-foot 
store. 
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The O'Sullivan Case: 


Union Defies NLRB 
Ruling Against Boycott 


WASHINGTON, D. C.—The AFL- 
CIO News says all its affiliate unions 
are being told to keep on boycotting 
O’Sullivan heels. The National 
Labor Relations Board earlier had 
found the AFL-CIO United Rubber 
Workers guilty of improper boycot- 
ting and picketing of O’Sullivan 
Rubber Corporation, Winchester, 
Va., and directed a halt. 

Now the publication says the 
union is appealing the case, and 
picketing and boycotting will con- 
tinue in the meanwhile. 

The case started with a URW 
strike against O’Sullivan in May, 
1956, after negotiations for a new 
contract broke down. O’Sullivan 
countered by hiring new workers 
and started up production. 

At the company’s request, the 
NLRB then held an election to de- 
termine whether the union was still 


representative of the workers. The 
union lost. But it immediately 
stepped up its campaign against 


O’Sullivan, urging the public not to 
buy the company’s heels. 

Last May an NLRB examiner 
ruled this activity to be illegal, and 
last month the board members up- 
held the examiner’s report. 

The union claims the O’Sullivan 
strike is an example of the kind of 
“‘union-busting” permitted by the 
Taft-Hartley labor law. 


Edwards Shoes Acquires 
Waterbury & Sons Assets 

PHILADELPHIA—Edwards 
Shoes, Inc., children’s shoe manufac- 
turer here, has acquired the name, 
lasts, patterns and dies of S. Water- 
bury and Sons Company, Brooklyn. 
Founded in 1820, the Waterbury 
firm was reportedly the oldest shoe 
manufacturing concern in the coun- 
try specializing in high-grade chil- 
dren’s shoes. 

Waterbury becomes a subdivision 
of Edwards, with Alfred W. Payne, 
Jr., former president of Waterbury, 
managing the new division. Arnold 
Bartschi, president of the Edwards 
firm, said the Waterbury line “will 
be manufactured and merchandised 
according to the high standards 
established by Waterbury.” 
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Foreign Visitors Study Brown Distribution Setup 
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Louis J. Schaefer, vice-president in charge of sales at Brown Shoe Company, 


St. Louis, discusses company plants and distribution warehouses with a group of 
16 foreign distribution and marketing consultants from nine European countries. 
The group, visiting the United States under the auspices of the Commerce Depart- 
ment, toured the company's modern offices, the new distribution warehouse and the 


company's supply warehouse. 


Methods used in rapid shipment of shoes were 


emphasized during the visit. 





Armour Tells Story of Leather to Shoe Sales Personnel 


NEW YORK — Salespeople who 
are well informed and know the im- 
portant, basic features of the prod- 
ucts they sell, can do a better job 
at the point-of-sale—the fitting 
stool or across the counter. 

With that in mind, the Armour 
Leather Company of Sheboygan, 
Wis., one of the largest kip pro- 
ducers in the United States, has 
embarked upon an educational pro- 
gram, defining leather in general 
and kip leather in particular to sales 
personnel in shoe departments as 
well as related departments. 

John H. Read, style merchandis- 
ing director of Armour, started off 
the program at Gimbels in New 
York. The only props he uses are 
six leather tile panels, with six 
sides of cattlehide tacked on. They 
depict the tanning cycle from the 
raw hide (with the hair still on) as 
it is taken from the animal, to the 
finished leather: (1) cattlehide be- 
fore processing; (2) hide following 
hair removal; (3) chemically pre- 
served by chrome tanning; (4) 
vegetable retanned; (5) first stage 
of finishing process, and _ (6) 
Armour’s Kordoline Kip. 

Without getting too technical, the 
story of high-grade, full-grain kip 
leather is transmitted. 


Mr. Read’s talk, which takes 30 
to 40 minutes, was given at two ses- 
sions each day, Saturday through 
Wednesday. Don Kalish, men’s shoe 
buyer for Gimbels, indicated that 
executives and salespeople from the 
shoe, handbag and other related de- 
partments evinced a great deal of 
interest. 

Other department stores in and 
around New York are slated to par- 
ticipate in this program’ and 
Armour’s long-range plans include 
a national circuit. 


Kimel of California to Add 
9000 Ft. of Production Space 

LOS ANGELES — Officials of 
Kimel of California have announced 
that their Los Angeles factory will 
be increased by 9000 square feet of 
production space. Taking over the 
entire third floor of the present loca- 
tion, the firm will boost its manu- 
facturing area to 25,000 square feet. 

Harry Moss, president, said the 
space is needed to turn out enough 
pairage to meet orders. Entire pro- 
duction of the line is open-toe and 
open-heel dress shoes. Mr. Moss 
estimated that the additional manu- 
facturing room will increase produc- 
tion at least 20 per cent. 
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It’s Altschul’s 
original ‘“‘NA- 
TURE’S OWN” 
with “Contour Fit” 
. the nearest 
thing to the nat- 
ural shape of a 
child’s foot. 


“AS WELL AS 

BUILT-IN 

SUPPORT! 
IN STOCK IN BOTH REGULAR and SUPPORT CONSTRUCTION 


See the complete line of Altschul Footwear for boys ’n’ girls at the 


POPULAR PRICE SHOE SHOW 
Nov. 30-Dec.4 © Sheraton-McAlpin 


Rooms 501 & 503 


Catalog available 
upon request 


JULIUS ALTSCHUL, INC. 


Creators of “NATURE’S OWN” Straight Last Footwear 


117 Grattan Street, Brooklyn 37,N. Y. @ HY 7-4500 
TESTED & PROVEN SINCE 1899 
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Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H.Ross & Sons Co. 


Chicogo 22, Illinois 





Officers and Directors 
Elected by Tanners 


CHICAGO—Six new directors-at- 
large were elected by the Tanners’ 
Council at its recent Annual Meet- 
ing to serve three years. They are: 

Michael F. Flynn, John Flynn & 
Sons, Inc., Salem, Mass.; William 
L. Law, Cudahy Tanning Company, 
Inc., Milwaukee; Hartley H. Hege- 
ler, W. D. Byron & Sons, Inc., Wil- 
liamsport, Md.; Charles S. Raddatz, 
Wisconsin Leather Company, Mil- 
waukee; Morris Joffe, Fleming-Joffe, 
Ltd., New York, and Jewett F. 
Neiley, Endicott Johnson Corp., 
Endicott, N. Y. 

In addition, Donald H. McCree, 
Blanchard Bro. & Lane, Inc., New- 
ark, N. J., was elected director-at- 
large for a one-year term. 

Officers re-elected for the coming 
year were: Ralph H. Ewe, The Ohio 
Leather Company, Girard, O., presi- 
dent; Carl F. Good, Good _ Bros. 
Leather Company, Newark, N. J., 
treasurer; Irving R. Glass, execu- 
tive vice-president, and Leif C. 
Kronen, secretary. 


NSMA Board Names 9 as 
Lifetime Honorary Directors 


CHICAGO—Directors of the Na- 
tional Shoe Manufacturers Associa- 
tion have honored nine former board 
members by electing them as life- 
time honorary directors of the asso- 
ciation. The nine have served a 
minimum of 15 years on the NSMA 
board and in the opinion of the 
present board of directors have made 
substantial contributions to the 
growth and advancement of NSMA. 

The honorary directors are: John 
A. Bush, Brown Shoe Company, St. 
Louis; Irving Florsheim, The Flors- 
heim Shoe Company, Chicago; Leo 
Goodkind, Stepping Stone Shoes, 
Inc., Williamsport, Pa.; B. A. Gray, 
International Shoe Company, St. 
Louis. 

Also, W. Maxey Jarman, General 
Shoe Corporation, Nashville, Tenn.; 
Harry G. Johansen, Johansen Bros. 
Shoe Company, St. Louis; Charles 
F. Johnson, Jr., Endicott Johnson 
Goxporation, Endicott, N. Y.; H. N. 
Lape, Sr., The Julian and Kokenge 
Company, Columbus, O., and James 
E. Wall, Wall-Streeter Shoe Com- 
pany, North Adams, Mass. 
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Moccasins ‘Misrepresented’ 
As Indian-Made, FTC Says 


WASHINGTON, D. C.—The Fed- 
eral Trade Commission says the 
Guild Moccasin Corporation, Los 
Angeles, has agreed to stop “mis- 
representing” factory-made mocca- 
sins as Indian products or Indian- 
made. 

FTC approved a consent order, 
agreed to by the firm and by Lewis, 
Morris, William and Henry Podus, 
present or former officers of the 
company. The government says the 
firm has falsely advertised its prod- 
ucts as “authentic Indian mocca- 
sins,” “genuine squaw boot,” and 
“Guild Indian bags to mate with 
your Indian mocs.” 


Minneapolis Firm Agrees 
To Curb Claims on Shoes 
WASHINGTON, D. C.—The Fed- 
eral Trade Commission says the 
Bronson Shoe Company, of Minne- 
apolis, Minn., has agreed to stop 
making certain claims about shoes. 
The firm and partners Charles H. 


and Georgie M. Bronson agree not | 


to represent that the shoes they sell 
will: 

@ Rest nerves or feet, preserve 
feet, exercise muscles, cause arches 
to function properly, or prevent 
formation of callouses. 

® Correct, prevent, relieve or have 
any beneficial effect on head or back 
aches, poor circulation, indigestion, 
nervous or spinal disorders, kidney 
pains, neuritis, or rheumatism, or 
assure comfort. 

© Prevent, eliminate 
fatigue. 

® Mold or conform to the foot or 
arch, hold or help hold the foot in 
correct position, or provide natural 
or needed support. 

© Improve body posture or have 
a beneficial effect on body balance. 


or relieve 


U. S. Blocks Entry of Tennis 
Shoe Shipment from Japan 


WASHINGTON, D. C.—The fed- 
eral government has blocked the im- 
portation of 12,600 pairs of chil- 
dren’s tennis shoes. The innersoles 
have been treated with a chemical 
that can cause severe skin irritation, 
the U. S. Food and Drug Administra- 
tion says. 

The shoes were ordered detained 
at New York upon their arrival from 
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Japan. The FDA says the shoes are 
misbranded because of false and mis- 
leading therapeutic claims and also 
because a chemical used (pentachlo- 
rophenol) is potentially dangerous. 

The manufacturer makes this 
statement about the footwear in 
question: “The unpleasant foot odor 
that comes from wearing ordinary 
canvas shoes can be fully prevented 
by wearing Ashi shoes, which have 
a specially-treated innersole which 
prevents unpleasant odors, kills 


germs, and helps to prevent athlete’s 
foot.” 


Tennessee’s Bay-Bee Shoe 
Expands 6th Time in 10 Years 


DRESDEN, TENN.—The Bay- 
Bee Shoe Company, Inc., children’s 
footwear manufacturing firm which 
has expanded five times during 10 
years here, is now constructing a 
22,500-square-foot, two-story addi- 
tion. A. L. Drerup, president, esti- 
mated the cost of the expansion and 
new equipment at $150,000. 

According to Mr. Drerup, the ex- 
pansion is needed to “keep pace with 
growing demand.” Some 100 work- 
ers may be added to the present 350. 








HAME 


SHOES LOOK NEW LONGER 


LEATHER LININGS 


Kid and Lambskins 


with Hamel Leather Linings 


SHOES GRADE UP IN QUALITY 


DISCRIMINATING BUYERS PREFER 


L. H. 





with Hamel! Leather Linings 


Hamel Kid and Hamel Lambskin Linings 


HAMEL LEATHER CO. 
Haverhill, Mass. 


W orld’s Largest Tanners of Leather Linings 


SALES AGENTS . . . Steskel Leather Co., New York, N. Y.; John T. Quinn, Rochester, 
N. Y.; John Leavitt & Co., St. Louis, Mo.; John G. Freeman Co., Milwaukee, Wisc.; 
Carson A. Stiles & Co., Ambler, Pa.; William G. Blain, Philadelphia, Pa.; Norman 
Nelson, St. Paul, Minn.; George W. Newman Leather Co., 
Roney Co., Los Angeles, Cal. 


Cincinnati, Ohio; Nelson- 
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General’s 21 Divisions 
Show Fashion Trends 


CHICAGO — Good fashion, in a 
range of price levels, was summar- 
ized in a swiftly paced, comprehen- 
sive showing by the 21 divisions— 
11 women’s, 6 men’s and 4 teens’ 
and children’s—of the General Shoe 
Corporation. 

Held in the Empire Room of the 
Palmer House in Chicago during the 
National Shoe Fair, “Generally 
Speaking” was opened by Miss Jerry 


Stutz, president of Henri Bendel, 
who stressed the importance of 
fashion as a key factor in the sell- 
ing and merchandising of both shoes 
and ready-to-wear and pointed out 
the effectiveness of its use by Gen- 
eral Shoe Corporation. 

Trends in women’s fashions fea- 
tured in the showings of the 11 
women’s divisions covered the fol- 
lowing points: lighter constructions ; 
new ways of opening up the shoe; 
new strappings; more ties; shaped 
heels on a variety of heights; fash- 
ion interest in a slender sloping toe; 


om service is tailored to provide all the 
working capital any qualified client needs, 
without increased borrowing, diluting 


profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 





a tremendous volume acceptance of 
the extreme needle toe; more colors, 
both vivid and pale, for spring. 

In leathers, new textures, the ani- 
line look in kid and calf; brushed 
surfaces; shiny surfaces like patent 
and luster. In fabrics, the hemp 
look will be strong in casuals. In 
dress shoes, pretty light materials 
such as dyeable silks and linens, airy 
meshes and shiny straws will make 
a comeback. Colors in shoes were 
repeated in the stoles worn by the 
models who all wore off-white Em- 
pire dresses. 

Women’s divisions were grouped 
as follows: I. Miller where silhouette 
and color were stressed, and two 
patterns on Perugia’s French Look 
last were shown; Dior where Vivier’s 
colors were especially strong; and 
Delman where attention was focus- 
sed on heels. The commentator for 
this group was I. Miller’s fashion 
director, Sue Eastman. In the second 
group, Virginia Williams, fashion 
director of the Carlisle Shoe Com- 
pany, commented on the Mademoi- 
selle, Millerkin, Ted Saval and Laird- 
Schober styles shown. 

Rudi Gernreich, well-known 
signer in the sportswear field, talked 
informally about the shoes he has 
designed for Saval. New straps held 
the spotlight in the Mademoiselle 
group. Especially noted were city 
walking shoes on heels from 12/8 to 
19/8. The Shirtwaist de- 
signed to complement classic elegant 
sportswear, being revived, were the 
highlight of the Millerkin line. All 
were detailed in bold black and 
white; two featuring the exclusive 
Millerkin molded sole. Quiet elegant 
designs, most of them on 19/8 heels, 
with dressmaker details, straps and 
tailored ties giving pattern interest, 
were typical of the Laird-Schober 
collection. 

Jimmi York, fashion director of 
General Shoe Sales Corporation, 
showed the final group of women’s 
shoes. Valentine, “the retailer’s 
shoe,” began the medium - priced 
group. Straps were stressed as the 
outstanding pattern idea for custom- 
ers paying $10.95 to $14.95 for their 
shoes. 

In the Mannequin line five pumps 
were shown detailed in rich color, 
made over pointed toe lasts. The 
Mannequin name was noted for its 
appeal to the young fashion market. 
In the very diversified Fortunet line, 
a closed wedge, an open wedge, a 


de- 


shoes, 
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sandal on an 8/8 heel, a crepe-soled 
flat and a 15/8 heel pump were in- 
cluded. 

Bridging the gap between men’s 
and women’s shoes, Foam - Step 
showed light-weight rubber-soled bal 
oxfords for every member of the 
family. All the shoes were in sail- 
cloth with vulcanized rubber soles. 

Opening the showing of the men’s 
shoes the renowned Johnston & 
Murphy line included the “Bucking- 
ham” boot, an unusual elasticized 
slip-on oxford. A new long-wearing 
heel, Sulva Prene, was noted as im- 
portant. A definite Continental look 
characterized the Fortune line. Lasts 
were narrow and pointed, or 
squared; leathers light, construc- 
tions flexible. Slip-ons were stressed 
in Fortune shoes for both men and 
boys. 

In the W. L. Douglas and its 
younger counterpart, Skyrider, the 
general men’s market trends to light, 
soft shoes were reflected. In boys‘ 
school shoes there was “Dirty 
Buck”; a blucher oxford with a spe- 
cial heel that assures even wear; a 
bal tie slip-on and a slip-on with a 
new blunt square toe. 

Finally, the men’s section closed 


with an all-occasion wardrobe from 
Jarman: the narrow toe oxford for 
business; a side strap slip-on for 
sportswear; a lightweight leather 
vented shoe for summer wear; and 
a formal, three-eyelet blucher oxford. 

Cover Girl and Datebook covered 
the latest styles for teen-agers. In 
the Cover Girl line styles included a 
school tie, a flat T-strap, shoes on the 
important new heel heights for teen- 
agers, 8/8 and 12/8, and a dress 
shoe on 17/8. In the Datebook line, 
volume-priced teenage line, high 
colors were important in straps and 
ties. The showing of the children’s 
shoes from Acrobat and Storybook 
featured the grown-up look in lasts, 
patterns and materials. 


Ripple Sole Corp. Slates 
Bigger Promotional Program 


DETROIT—An expanded sales 
and advertising program is planned 
by the Ripple Sole Corporation for 
1959. Leonard Hack, president, said 
the company has set its quota at 4 
to 6 million pairs and boosted its 
advertising budget nearly 60 per 
cent. 

The firm has scheduled two-color 


advertisements in Reader’s Digest 
plus black and white ads in the Sat- 
urday Evening Post, Ladies’ Home 
Journal, Glamour, Esquire, Seven- 
teen and more than a dozen other 
magazines. TV and radio will also 
be used in conjunction with manu- 
facturers in various parts of the 
country. In addition, the company 
plans sales aids including newspaper 
mat ads, window cards, folders and 
reprints. 


‘The American Look’ 





This special lobby display was con- 
structed at the Florsheim Shoe Com- 
pany’s main factory in downtown Chi- 
cago in connection with the National 
Shoe Fair. ‘Florsheim launched the 
American Look and changed the shoe 
trend of the nation,” says message on 
paneling. 
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Irving Sternberg, 


HOLLYWOOD SHOE POLISH PRESIDENT, 
Says: 


66 We've got something new for '59. A terrific special offer 


that will put new zip into your shoe polish sales. 


Come be our welcomed guest at the Popular Price shoe 
show. Three spacious rooms have been reserved for your 


hospitality at the Hotel New Yorker. 


Julius will serve the food, Al Davis the drinks, Sam Felton 
the calendars, Morty Goldstein the smiles, and Herman 
Rand will make the benediction of more sales. 


See us at THE NEW YORKER, Nov. 30-Dec. 4 


Rooms 1260-1261 - 1262 


HOLLYWOOD SHOE POLISH, INC. 


Richmond Hill 19, New York 
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JOHN LIPSCOMB 
Gains Promotion 


Promoted... 


Irving J. Bottner, to president of 
Knomark Company, Inc., maker of 
Esquire Boot Polish and other pol- 
ish products. Since 1956 he had 
been vice-president and treasurer 
of Revlon, Inc., parent company. 
He succeeds Albert Abrams, who 
with his brother Sam founded the 
Knomark firm. 

John Lipscomb, to vice-president 
and secretary of Town & Country 
Shoes, Inc., St. Louis. Mr. Lipscomb 
joined the firm over four years ago, 
serving in the merchandising and 
sales division. He will continue in 
this capacity and also serve as 
assistant to Town & Country’s pres- 
ident, his father, Vergil C. Lips- 
comb. 

Philip W. Brown, to general sales 
manager of North & Judd Manu- 
facturing Company, New Britain, 
Conn., maker of meta] trimmings 
for shoes and other uses. He had 
been sales manager of the com- 
pany’s style products. 


FRED SCHAIN 
To New Territory 


Transferred... 


Fred Schain, to the Western 
Pennsylvania-West Virginia terri- 
tory for the United States Shoe 
Corporation, Cincinnati, O., makers 


J. RAY REID 
Represents Selby 


LEONARD ROGERS 
Sales Executive 


ROBERT L. JOLMAN 


ARMAND WEISS 
Sales Manager 


Also Transferred 


of Red Cross shoes. He succeeds 
Goodman Yorkin. Previously he 
served out of the New York office, 
covering New York, New Jersey and 
Connecticut. Replacing Mr. Schain 
in the New York office will be Ar- 
mand Weiss, who worked with Mr. 
Yorkin. 

James A. McKee, from the South- 
west territory to the metropolitan 
New York, New Jersey and seaboard 
territory for the Stetson Shoe Com- 
pany, South Weymouth, Mass., with 
headquarters in New York City. 
Leo Folan, who formerly repre- 
sented Stetson in the New York 
area for over 20 years, is relocating 
at Casey Key, Nokomis, Fla. He 
will travel Florida, Georgia and the 
Carolinas. 

Ira V. Thompson, to the south 
Texas territory as sales representa- 
tive for the full line of International 
Shoe Company’s Peters shoes. Mr. 
Thompson, who traveled for Peters 
in Nebraska and Arkansas for the 
past five years, will have headquar- 
ters in San Antonio. He succeeds 
Al Malgren in the territory. 


Elected... 


Mills B. Lane, to the board of 
Butler’s, Inc., retail shoe chain, at 
Atlanta. He is president of the 


LOUIS DEMETRAL 
Joins Somersworth 


MERCER E. CURTIS 
With Stacy-Adams 


LEON BOMAR, JR. 


JERRY KRAMER 
Fiancees Salesman 


Executive Assistant 


Citizens & Southern National Bank, 
also in Atlanta. 


Retiring... 


Goodman Yorkin, after 27 years 
as a sales representative for the 
United States Shoe Corporation, 
Cincinnati, O., makers of Red Cross 
shoes. He was most recently in 
charge of the Western Pennsylvania 
and West Virginia territory. 

William Fennessy, after 15 years’ 
service as factory superintendent 
of the Carlisle Shoe Company, Car- 
lisle, Pa. He will be succeeded by 
Joseph Acuti, who has been assis- 
tant superintendent. 

Frank J. Exler, superintendent 
of International Shoe Company’s 
Steeleville, Ill., plant, after 51 
years’ service. 


Appointed... 


Robert L. Jolman, as sales man- 
ager for Holland-Racine Shoes, Inc., 
Holland, Mich. In addition to super- 
vising sales activity, he will assume 
other administrative duties. He has 
been with the company about two 


years. 

Jerry Kramer, as executive assis- 
tant to Fred J. Diamant, president 
of the Desco Shoe Corporation, New 


DALE GILGER 


BETH WHITEHOUSE 
Merchandising Post 


Appointed Stylist 


Boot and Shoe Recorder 








JACK M. LASTER 


WM. R. WILIAMS 
Named by Stetson 


Selling in Texas 


York. For six years he has been 
general sales manager of Desco. He 
will head a new department dealing 
with distribution studies, market 


research and the launching of a | 


new merchandising plan. 


Leon Bomar, Jr., as sales repre- | 
sentative for the Fiancees line of | 


the Clark Shoe Company, Auburn, 


Me., traveling in Louisiana, Texas, | 
For six | 
years he traveled for Brown Shoe | 


Oklahoma and Arkansas. 


Company’s Naturalizer division. 
William R. Williams, as sales rep- 


resentative for the Roberts, John- | 
son & Rand division of Interna- | 
tional Shoe Company, St. Louis, in | 


the south Texas territory. He will 
carry Rand, Randcraft, Star Brand 
work shoes and Boy Scout shoes, 
succeeding Tom Horner, who hence- 
forth will carry Trim Tred, Melody, 
Poll-Parrot and Scamperoos lines 
in the same territory. Mr. Williams 
will be based in Houston. 

Al Malgren, as sales representa- 
tative for City Club, Wesboro, City 
Club Retriever and Diamond Brand 


shoe lines of International Shoe | 
Company in Colorado, Utah, south- | 
ern Wyoming and southeastern | 


Idaho. He replaces Al Swain, who 
has resigned. Mr. Malgren’s head- 
quarters will be in Denver. 

Jack M. Laster, as salesman for 
the Stetson Shoe Company, South 
Weymouth, Mass., covering the 
Southwest territory formerly trav- 
eled by James A. McKee. Mr. Las- 
ter’s headquarters will be in Dallas. 

J. Ray Reid, as sales representa- 
tive in the Pacific Northwest for 
the Selby Arch Preserver division 
of United States Shoe Corporation, 
Cincinnati, O. Before joining Flor- 
sheim Shoe Company two years ago, 
he represented Selby for 11 years 
in the Southeast and Pacific North- 
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Where to Buy 








ORTHOPEDIC FOOTWEAR | 


BOX HANDLERS 








CORRECTIVE 
FOOTWEAR 


Recommended by lead- 
COpyRiGHTe? ing Doctors for Men, 
Established 1869 Women and Children. 


STOVER & BEAN CO, 249 Dutton st. 


Lowell, Mass. 


A MODERN CORRECTIVE 














SHOE FOR EVERY 


CO rthopedic NEED 
TARSO SUPINATOR® 


For the postural 
correction of 
fiat feet. 


<—— 





TARSO 
PRONATOR® 


For club feet and 
metotarsus varus. 
Pairs or single shoes. 


> 4 
TARSO MEDIUS® 
Straight, neutral last 
shoe. Detailed to 
match Tarso Prona- 
tor. Pairs or single 
shoes. 
ee 





Tarso Shoes are prescribed by doc- 
tors across America. Write today for 
illustrated brochure and catalog sheet. 


"MARKELL 2's stain 








west. He will live in Bellevue, 
Wash. 

Leonard Rogers, as head of sales 
for Kimel of California, Los An- 
geles, in the entire United States 
exclusive of the West. He takes 
over from Harry Moss, president, 
who formerly handled those duties. 
Dick Fisher continues in charge of 
sales in 11 western states. 

Louis Demetral, as salesman for 
the Citations line of Somersworth 
Shoe Company, Somersworth, N. H., 


[CONTINUED ON NEXT PAGE] 


CLIMB 


| you 


| $3.50; 72", 


| Cedar Heights 








LONG ARM* 


The efficent box hendier 
QUICKER, EASIER, SAFER 


WHY 


Do You 


a ladder or 

hop upon a stool? 

You could fall. Others 
have and were seriously 
hurt. Long Arms will 
reach the high boxes for 
Quicker, Easier, Safer 

with handles 24'', 36", 48° & 60", 
$4.50. Post paid in USA. Satisfaction 
guoranteed. Specify handle length and if for 
men's or women's boxes. Your jobber or 


CARL BEEMAN 
Rd. 


Stamford, Conn. 








Long Arms 








JOBS 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks lll Price Ranges 


Fine Fedheee 
MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 








Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
B A R | S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2.5180 





MERCHANTS’ NEEDS 








FOOTSAVING 
EDUCATION 


Ads of compelling interest 
Proven effective nationally 


Write for sample 


McKEE ADVERTISING 
2701 Broadway, Lorain, Ohio 

















Appointed... 


traveling in Wisconsin and Iowa. 
Wisconsin formerly was part of the 
territory covered by Morrey Weis- 
berg, who will now concentrate on 
Michigan. Iowa was formerly cov- 
ered by Edward Trench, who will 
retain Minnesota and the Dakotas 
as his territory. 

Maurice Meckler, as sales repre- 
sentative in Ohio and Indiana for 
the Citations division of the Som- 
ersworth Shoe Company. He re- 
Ray C. Randall, who has 


resigned. 


places 


Mercer E. Curtis, as salesman 
for the Stacy-Adams Company, 
Brockton, Mass., manufacturer. His 
territory includes all New England, 
New York State including New 
York City and Long Island, Penn- 
sylvania, New Jersey and Delaware. 

Oliver W. Gold, as salesman for 
Lown Shoes, Inc., Auburn, Me. He 
will carry the Troylings line in IIli- 
nois, Indiana, Minnesota and Wis- 
consin. His home will be in Chi- 
cago. 

Beth Whitehouse, as stylist and 
artist in the advertising division of 


Johnson-Stephens & Shinkle Shoe 
Company, St. Louis. She will work 
with Pat Wheelless. Formerly she 
was in International’s Vitality divi- 
sion. 

Dale Gilger, as a member of 
the merchandising staff of Edison 
Brothers Stores, Inc., in the St. 
Louis headquarters. Formerly he 
was general manager of a New York 
City Baker’s store. 

Ivan L. Smith, as vice-president 
in charge of all sales for North & 
Judd Manufacturing Company, New 
Britain, Conn. He has held other 
executive posts with the firm. 


Miiitary Contract Awards 


PHILADELPHIA — The Mili- 
tary Clothing and Textile Supply 
Agency has anounced awarding of 
the following contracts: 

QM 36-243-59-NEG-134, Labor Sur- 
plus Area Set-Aside portion of IFB 59- 
140, men’s dark brown service shoes— 
International Shoe Company, St. Louis, 
35,808 pr. @ $5.14, $184,053.12. Pro- 
posals received until October 2. 

QM 36-243-59-NEG-143, Set - Aside 
portion of IFB 59-143, service shoes 
(N-1)—John Addison Footwear, Inc., 
Marlboro, Mass., 42,588 pr. @ $4.91- 
4.97, $210,092.76; International Shoe 


Company, St. Louis, 8136 pr. @ $4.97, 
$40,435.92. Awards made by competi- 
tive negotiation. Proposals received 
until October 2. 

QM 36-243-59-NEG-150, Labor Sur- 
plus Area Set-Aside portion of IFB 
59-140, men’s dark brown service shoes 
—Sportwelt Shoe Company, Nashua, 
N. H., 36,390 pr. @ $4.96, $180,494.40. 
Proposals received until October 3. 

QM 36-243-59-NEG-141, Set Aside 
portion of IFB 59-129, men’s leather 
oxford dress shoes with black upper, 
plain toe, leather sole and rubber heel 
—Sportwelt Shoe Company, Inc., Nas- 
hua, N. H., 216,850 pr. @ $5.20-5.42, 
$1,158,383.48. Award made by com- 
petitive negotiation. Proposals _ re- 
ceived until October 7. 

QM 36-243-59-178, men’s black high 
service shoes—International Shoe Com- 
pany, St. Louis, 175,008 pr. @ $4.95- 
5.16, $868,101.48; Sportwelt Shoe Com- 
pany, Inc., Nashua, N. H., 20,988 pr. 
@ $5.13, $107.668.44. Bids opened 
October 7. 

QM 36-243-59-204, men’s black, high 
rubber overshoes, five buckle—B. F. 
Goodrich Footwear and Flooring Com- 
pany, Watertown, Mass., 35,190 pr. @ 
$3.90, $137,241.00. Bids opened Octo- 
ber 14. 

QM 36-243-59-196, men’s rubber fire- 
man boots—B. F. Goodrich Footwear 
and Flooring Company, Watertown, 
Mass., 2538 pr. @ $11.53, $29,263.14. 
Bids opened October 16. 





SALES 


COME 


Foam 
Cushion 


Backed with self-adhesive . . . 
invisibly worn. 

For all types women’s shoes . 
pointed toe. 


= : 3 > . 
d 

HALF-INSOLES by Modern 

with True Miracle Comfort 
@ Cushions ball of the foot effectively, for instant last- 

ing comfort. 

Especially fitted giving wearer same freedom of move- 

ment as before. 

Perforated for healthful ventilation! 


will not slip . . . 


. including the 


Your Customers 
Buy Good Shoes 


THEY DESERVE A QUALITY DRESSING 


MELTONIAN 
CREAM 


SIZES: WOMEN’S 4-5. 67, 8-10 
SEE YOUR JOBBER OR WRITE: 


MODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N. Y. 





AGENTS 
SALOMON & PHILLIPS 
460 4th Ave New York 16, N. Y. 
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Classified and Want Ads 








SALESMEN WANTED 





SALESMEN WANTED SALESMEN WANTED 











OPPORTUNITY! 


We have several openings for side 
line representatives for our wonder- 
ful line of open-stock, in-stock, low- 
priced Juvenile Footwear. All open 
territories are well established. 6% 
commission, plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S$. Hanover St., Baltimore 1, Md. 














SALESMEN, EXPERIENCED, FOR 
MANUFACTURERS LINE of Infants’ and 
Children’s Shoes in the $2.98-$3.98 retail price 
range. Liberal Commission. Complete in-stock 
service. The following established territories 
open: Virginia, Georgia, Alabama, North Caro- 
lina, South Carolina, Tennessee, Kentucky, 
Mississippi, Louisiana and Texas. Write now 
in complete confidence giving all details. Reply 
to Box 335, Boot anp SHoeE Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 


SALESMEN WANTED to buy new book, 
Salesmanship Today and Tomorrow, $1.95 Post- 
paid, Greenwich Book Publishers, Dept. A., 
589 Fifth Avenue, New York 17, ¥. 








WANTED: SALESMEN WITH FOLLOW- 
ING to sell fast Line of Men’s Welts to re- 
tail at $7.00 and $8.95. Drawing account to 
men of proven background. All States open. 
Prefer men who live in territory. Reply to 
Box 333, Boot anp SHoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





SALESMAN FOR VOLUME $2.00 RE- 
TAILER in California slippers and Compo flat- 
ties. Reply to Box 331, Boor ann SHoe Re- 
cORDER, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





OUTSTANDING NEW PLASTIC PRO- 
TECTIVE FOOTWEAR SIDELINE. Carry 
this exciting ALL NEW line for 1959. Men’s, 
women’s, children’s, junior’s, boys’, youths’ and 
misses’ styles retailing from $1.99 to $4.99 for 
high veiume will prove tremendcus money 
makers for the right men. For complete details 
and available territories, send resume to R. R. 
Tatch, Peek-A-Boot, Inc., 1600 So. Flower St., 
Los Angeles, Calif. or call him at the P.P.S.S.A. 

Rooms 1147-1148, Hotel New Yorker. 


NORTHERN OHIO, KANSAS, MISSOURI: 
Experienced sales representatives wanted for 
these established territories. Commission hasis, 
plus guarantee. Well known men’s and_ boys’ 
work and dress shoe line. List trade references 
when replying to Box 340. Boot ann SHOE 
Recorper, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





OHIO MEN'S SHOE SALESMAN 


Bates Shoe Company will interview men who can sell shoes at the 
wholesale level to Independent retailers in the Ohio and Indiana 
territory. This is an outstanding opportunity to represent America's 
fastest growing, medium-priced men's shoe lines and to cash in on 
"The Invention that started a revolution in men's shoe wear''—the 
Bates Floaters and casual lines. Background of retail and/or whole- 
sale sales and promotion essential. Secure future to right man who 
will develop highest earnings from good potential. Our organization 
knows of this ad. Write in complete confidence to my home: 


FRANCIS E. RYAN, 18 Lincoln Street, Webster, Mass. 








POSITIONS WITH A FUTURE FOR 
AGGRESSIVE SALESMEN 


One of the country's leading shoe manufacturers has several openings for experienced 
salesmen to carry complete In-Stock line of Nationally advertised, popular priced 
children's shoes to retail $4.95 to $7.50, and teen-age sports and casual flats to retail 
$5.95 to $8.95. 
Territories: |—Northern Virginia, District of Columbia, Maryland, 
Western New York, Delaware and Eastern Pennsylvania. 


2—Eastern North Carolina. 


Write giving full details of sales experience and personal background. Replies kept 
in strict confidence. 


Reply to Box 339, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 














POSITION WANTED 


LEADING JUVENILE SHOE LINE 
WANTS TOP SALESMAN FOR NEW YORK TERRITORY 


Ours is probably the industry's fastest-growing children’s line. To meet the 
increasing demand for its dominant styles and values in the $5-$6 market, we 
have had to constantly increase production in our new, ultra-modern factory. 
This line is in-stock, nationally advertised, strongly backed with dealer aids, 
aggressively promoted. To salesmen who can really deliver, we offer an out- 
standing opportunity in New York State (exclusive of New York city). State 
job qualifications and past job history in first letter. We will keep it strictly 
confidential. 


Reply to Box 330, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 











ATTENTION: 


VOLUME CANCELLATION SHOE STORES, 
PROMOTIONAL BASEMENT 
DEPARTMENTS! 


| AM IN THE NEW YORK SHOE 
MARKET EVERY DAY. CAN PUR- 
CHASE YOUR NEEDS OF BRANDED 
CANCELLATIONS. YOU TELL ME 
YOUR NEEDS—I WILL GET IT FOR 
YOU. FOR FURTHER INFORMATION 


Reply to Box 337, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 











EXPERIENCED SALESMAN 


Excellent territory available for a top caliber salesman for exclu- 
sive representation in states of Wyoming, Utah, Colorado, Nebraska 
and Kansas to carry Frye’s line of nationally advertised western and 
sporting boots. Territory available January 1, 1959. Reply giving 
experience and references. 


JOHN A. FRYE SHOE CO., INC. 


Chestnut at Pleasant Sts. Marlboro, Mass. 
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Classified and Want Ads 











FOR SALE 


SIDELINE SALESMAN WTD. 


WANTED TO PURCHASE 








FAMILY SHOE STORE, showing good net. 
Near San Francisco, 100 percent location. $5,- 
000.00 for fixtures; will reduce $20,000. Inven- 
tory in half or sel] as is. Branded names only. 
Moderate rent. Reply to Box 332, Boor anp 
Suoe Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 

FAMILY SHOE STORE, NORTH WEST 
SIDE CHICAGO. Same location over 50 years. 
Good lease as I own building. Excellent oppor- 
tunity. Volume over $60,000. Approximately 
$18,000, will handle. No fixtures to buy. First 
time oftered. Owner wishes to retire. Reply to 
Box 338, Boor anp SHoe Recorper, Chestnut 
& 56th Street, Philadelphia 39, Penna. 


FOR SALE: LADIES’ SHOE STORE, Vol- 
ume $40,000.00 Annually; Price range $6.99 to 
$11.99. Well advertised brands; Suburban city 
in Essex County, New Jersey. Inventory ap- 
proximately $11,000. New business. Must sell 
for lack of capital. Reply to Box 336, Boor 
anp Suoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


SHOE STORE, ESTABLISHED 1899, pres- 
ent owner 1925; top Franchises: good volume; 
downtown Ohio County Seat. wner retiring. 
Priced right. APPLE COMPANY, 1836 Euclid, 
Cleveland, Ohio 


SHOE STORE ESTABLISHED 30 YEARS; 
Industrial town shopping area 50,000. Nation- 
ally advertised Lines of Men’s, Women’s and 
Teen top sellers. Selling out because of health. 
Reply to BOX 927, Ashland, Kentucky. 











FOR SALE: SHOE STORE, ESTAB 
LISHED 36 years. Clean Stock, Branded 
Merchandise; Buster Brown, Glamour Debs; 
Pedwin; Crosby Square; Nunn-Bush; Goodrich 
Canvas and Rubbers. Modern windows, mod- 
erate rent, near Public and Parochial Schools. 
WILLIAMS & LUDEMAN, 75 No. Park 
Avenue, Rockville Centre, Long Island, N. Y 





HELP WANTED 





NEW ENGLAND LAST FIRM DESIRES 
YOUNG MAN with Model making experience. 
Knowledge of Pattern grading helpful but not 
essential. Gocd future for sober, sincere per- 
son. Salary commensurate with responsibility 
assumed. Possibility of future share in Cor- 
poration. State qualifications in first letter. Re- 
ply to Box 334, Boor anp SnHoe Recorper, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boor anp SHoe Recorper, Chest- 
nut & S6th Streets, Philadelphia 39, Penna. 








Experienced salesman full time or 
side line, for national distributor of 
men's popular price footwear. Enclose 
references, resume, and photograph. 
Several territories available. 


BRILLIANT BROTHERS CO. 
190 Lincoln Street Boston 11, Massachusetts 














TOP CASH PRICES 


for close-outs and surplus stocks 
from retailers and manufacturers. 
Send samples. For quick action 
write, phone or wire collect. 


Established since 1930 — 
over 28 years of Fair Dealing. 


WESTERN SHOE JOBBERS 
1311 Washington Ave. 
St. Louis 3, Mo. phone: GA 1-4913 


Md 








MERCHANTS’ NEEDS 











CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 


Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 

Classified Advertising 

is payable in advance 


/Ntats AND Uileas 


FOR YOUR 


NEWSPAPER, ADVERTISING 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


+ 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


é 
VINCENT EDWARDS & CO. 
World's largest advertising 
service organization 
342 Madison Ave. 
New York City 























SALESMEN WANTED 





SALES REPRESENTATIVES NEEDED 
for quality Slush Molded Boots and Plastic 
Footwear; Commission basis; full time or side- 
line. Reply to Box 341, Boor anp Suoe Re- 
corper, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





LINE WANTED 





POSITION WANTED AS SHOE MANU- 
FACTURER’S REPRESENTATIVE—Men’s, 
Women’s, Children’s Shoes. Metropolitan area. 
Resume furnished. Reply to Box 342, Boor 
anp SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 








TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA §-9927 











M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


New York City 
kman 3-0141-2 


158 Duane St. 
Tel. Bee 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW YORK 7, WN. Y. 
Telephone WOrth 2-2515 














Turnabout: Will Italians 
Get the American Look? 


VIGEVANO, ITALY — Perhaps 
Italian shoemen were taking notes 
on the shoe styling worn by their 
many American visitors in recent 
years. 

The biggest fashion news at the 
22d International Shoe Exhibition 
here was the rounded toe and 
heavier construction! Heavier 
shoes were seen pervading the 
Italian lightweight lines in both 
men’s and women’s footwear, while 
the ‘rounded toe made its appear- 
ance in women’s daywear types. 

Party and evening shoes, how- 
ever, retained the spikey, narrow 
point. Heels remained as thin as 
possible and very high. 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
OVERJOYED you surely will feel like kiss- 
ing him. 
PLEASE DON'T 
CAUSE AUNT JENNIE IS JEALOUS 


UNCLE Louis Camitta & Son 


ge" SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality § men’s, 
women's and children’s shoes. 


_ hy! a FOR OVER 43 YEARS 


MOSINGER -COHN 








91 Reade St., N. Y. C. WoOrth 2-5063 


St. Louis 3, Mo 





1235 W ashington 








Z 


VMMMtéulé BARIS BUYS for CASH V7 
RB A R i S Quick decision on your offers of discontinued and 


surplus men's, women's and children's shoes. 
THE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


19-81 Reade St. ° New York 7, Y. © Tel: WOrth 2-5180 


Ul 


UU|tU¢«t€ltéMte 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 





WE PAY MORE /._,,, WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. . Ivanhoe 1|-9830 














B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED #f 





Phone er wire 
collect 








B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 
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CANCELLATIONS 
Nationally Known Brands for Men, 
Women and Children. Low Prices! 

Quality Shoes Since ‘32. 
While in Town See Weil. 


M. K. WEIL SHOE CO. 


1136 Washington Saint Louis 














T COMPLETE STORES © 


‘WANTED: 


Confidential negotiations by 
i rated . . experienced retailers z 


. ARRONSON BROS. & BAYROFF . 


B 100 Chambers St., N.¥.C. RE 2-4170-4171 3 
Rm ee & & 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 











Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6. Pa. 











e discontinued 
lines 
e complete stores 


GAFFIN SHOES 


inc, © BE 3-7290 
146 DUANE $T., N. ¥.C. 





FURST ie the MATION with 
PARAKEET....... 


BY AC LAWRENCE 


We are proud to be first with Para- 
keet genuine eheepskin moccasins. 
Backs of skins dyed in attractive 
pastel shades. 

26 sheepskin moccasins included in 
ever 150 Mec styles available for 
same-day delivery. 


WRITE TODAY FOR ILLUSTRATED CATALOG 


UODDY 
‘en Moccasins 
eS? SPIEGEL STANLEY 0. 


BAYSIDE PARK—PORTLAND, MAINE 


WORK SHOE 


customers come 
back for “EZ Walk” 
Spenge Werk-Shu 


— 


CASH IN $s ¢ e st 


¢ sponge odsords 


keen *eet 


stm om * 


Men's stews 4 te 13. Sage. reet—59e pe 
Pecked individeatty YOUR COST—aonile $3.68 
wate we dos. Order the 
Avwective comme = tb rawnd solier BOY 
oot ewig 


EZ WALK CORP. 
™ Wee 1 S&S New You . Y 


Seeeeeeeeeeeeeeeececeeeces 


7 





L. B. Evans Cited for ‘Contribution’ to Ripple Sole 


Malcolm Evans, left, vice-president for operations af L. B. Evans’ Son Company, 
Inc., Wakefield, Mass., and Lucius Evans, vice-president, production, accept special 
awerd presented at Chicago by Nathan Hack, right, inventor of the Ripple Sole. 
Their company was honored for its “valuable contribution toward the success of 
the Ripple Sole." In hailing the Evans firm as “first shoe manufacturer to realize 
the tremendous potential of Ripple Sole," Mr. Hack cited the company's aid in 
solving early technical problems. It was also the first shoe producer to carry 
Ripple Sole shoes in-stock. 
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(iaineed from Europe 


UNUSUAL 


SHOE 
HORNS 


Handsome, masculine 
shoe horns, imported di- 
rect from the style cen- 
ters of Italy and Eng- 
land. Treasured “conver- 
sation pieces’ that add 
just that right touch to 
any gentleman’s ward- 
robe. Liberal dealer 
mark-up. 


Prompt Shipments Guar- 
anteed. Most Complete 
Stock of Shoe Horns in 
America. 


Write Today For tilustrated 
Literature and Price List. 


WARNER 
IMPORTS 


“The Shoe Horn King” 
4015 W. Magnolia Bivd. 





Burbank, California 
i ce 
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You Can Count On 


The 
“United Man” 


He is dependable, productive, skilled. 
He knows how to keep your machines 
running, cut your down time and save 
replacement parts’ cost. He knows 
the best and fastest way to solve 
your machinery problems. 

The average United Man has 15 years 
of specialized shoe machinery experience 
and is qualified to service 28 different 
machine types. He is a highly trained 
technician with a pride in his work. 

The United Man is kept continually 
up-to-date on improvements and on new 
machines through a steady flow of 
information from United’s Beverly 
Factory and Boston Office and from 
other United Men. 

You can get the United Man in a hurry 
when you need him, and you only pay 
for the time you use. 








FOR YOUR BEST BUY IN SERVICE 


Jnited. 
SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Style 9780 
MONACO Last 


Black Hudson 
also in Turf Cordo 


Division of Nunn-Bush 


$ FOR MEN 


Style 9423 
MONACO Last 
Oak Cameo 
also in Black Cameo 







Style 9871 
ALBANY Last 


Genuine Shell Cordovan 
also in Black 








Style 9276 
CARVILLA Last 
Mahogany Hudson 
and Brown Sirocco 
also in Black 
















Edgerton’s Rich Heritage of 
Style and Fit can be Yours... 


The buyer who seeks pedigree gets more for his 
money. Edgerton Shoes are made by a Division of 
Nunn-Bush! Lasts, patterns and workmanship re- 
veal character usually found only in shoes at a much 


higher price. Choose Edgertons. Get more! 


from 10-95 


See Your Local Edgerton Dealer 


NUNN-BUSH SHOE COMPANY e MILWAUKEE 1, WISCONSIN 
Makers of Nunn-Bush Ankle-Fashioned Oxfords 





Style 9718 
MONACO Last 
Black Hudson 


o in Turf Cord 


Write for Elaborate Edgerton Catalog 
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